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Abstract  This paper analyses the role of brand equity components as brand awareness, perceived quality, perceived uniqueness on 
consumer intention and willing to pay premium (WTP) hotel service in Vietnam. The data for this study were gathered through face-to-face 
questionnaires that were distributed to target participants who reported their consumption experience with hotel services. The survey was 
conducted at three big cities of Vietnam with the sample size at 835. We used structural equation model (SEM) to evaluate the suitability of 
the theoretical model under analysis with respect to the empirical data and examine the significance of hypotheses. The results showed that 
brand awareness has the largest direct impact on consumer intention and brand uniqueness has the biggest indirect effect on WTP. Otherwise, 
customers intend to use hotel service through their full of awareness about that hotel and hotel service quality as well as hotel uniqueness. In 
turn, their intention and hotel brand uniqueness push them willing to pay premium to hotel service. 
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INTRODUCTION 
In today’s competitive business environment, brand 
asset management has become essential for any business 
organization. Hotel organizations are no exception since the 
hotel industry has been characterised by global nature and 
high competition. Initially, these brands were primarily low-
cost alternatives, but they have grown more sophisticated 
over time (Laaksonen & Reynolds, 1994). A brand can 
create a differentiated position that motivates consumers 
to pay more by increasing the objective or perceived 
product quality (Anselmsson & Dondesson, 2013). Some 
researches argue that service quality is losing its strength 
as a competitive tool (Gerzema & Lebar, 2008) because 
of the reduction of the service quality in order to meet 
low-cost competition (Silverstein, 2006; Ettlinger, 2008). 
Current business contexts show that it might be difficult to 
gain market share if firms base solely on service quality. 
Empirical studies show that perception of product quality 

can only explain a small share the price in which consumers 
is willing to pay for service (Sethuraman, 2003). This can 
be explained by using customer-based brand equity theories, 
which have clear concerns for customer perceptions not 
related to service that add value of service and lead to the 
ability to charge premium prices (Farquhar, 1989; Keller, 
1993).

On the other hand, many researches addressed the valuable 
study about the brand equity which is intangible assets in the 
hotel industry (Nam et al., 2011; O’Neill et al., 2013; Huang 
& Cai, 2015; Forgacs, 2003). Kim and Kim (2005) proved 
that brand equity have impact on stock prices, financial 
performance. Specifically, the dimensions of brand equity 
have focused on two main areas: those relating to consumer 
perceptions (brand awareness, brand image and brand 
associations, perceived quality, and perceived uniqueness) 
and those linked to consumer behavior (the various ways 
in which loyalty is shown; willingness to pay premium) 
(Aaker, 1991). Hence, in this study, we investigates both 

	     *	 Associate Professor, Faculty of Business Administration, Foreign Trade University, Hanoi, Vietnam.  
Email: lethaiphong@ftu.edu.vn

	 **	 Faculty of Business Administration, Foreign Trade University, Hanoi, Vietnam. Email: nthuyanh@ftu.edu.vn
	 ***	 Faculty of Business Administration, Foreign Trade University, Hanoi, Vietnam. Email: chintk@ftu.edu.vn

International Journal of Hospitality & Tourism Systems
Volume 14 Issue 1 June 2021
ISSN: 0974-6250 (Print)
©Copyright IJHTS
® Exclusive Marketing Rights: Publishing India Group



	 Le Thai Phong, Nguyễn Thuý Anh, Nguyễn Thị Khánh Chi� 99

side of brand equity including consumer perceptions (brand 
awareness, perceived quality and perceived uniqueness) and 
consumer behavior (intention and WTP premium) in the 
context of hotel industry. 

Although previous studies have tried to test the relationship 
between brand equity and WTP premium in tangible 
products (Anselmsson & Dondesson, 2013) and in tourism 
services (Hultman et al., 2015), there has been only limited 
investigation into the impact of brand awareness, perceived 
quality and perceived uniqueness on consumer intention 
and WTP premium in the hotel industry. This study further 
contributes to the existing body of knowledge by examining 
the mediating role of consumer intention on the relationship 
between consumer-based brand equity and WTP premium. 

THEORETICAL BACKGROUND AND 
HYPOTHESES

WTP Premium, Purchase Intention and 
Dimensions of Brand Equity 

Ajzen (1985) proposed the theory of planned behavior 
(TPB) applying in research evaluating WTP for different 
type of products and services. A few research draw from the 
TPB theory to examine WTP in hotel industry (Hultman, 
Kazeminia & Ghasemi, 2015). Willingness to pay (WTP) 
is considered as maximum amount an individual is willing 
to spend for product/service (Monroe, 2003). Researching 
WTP is important for hotel managers in expecting demand 
and establishing the price strategy (Wertenbroch & Skiera, 
2002). Various research in WTP premium for hotel industry 
obtained demand and supply-side approach. For example, 
Wong and Kim (2012), Kuminoff et al. (2010), Heo and Hyun 
(2015) applied direct methods to estimate WTP premium. 
However, some studies used demand-side approach to 
investigate WTP by the impact of brand equity (Ansemsson, 
Bondesson & Johansson, 2014; Kang et al., 2012; Dwivedi, 
Nayeem & Murshed, 2018). This study also assess WTP 
premium by brand equity and consumer intention. 

Ajzen and Fishbein (1980) proposed that intention are 
possibly the best predictors of actual behavior. “Purchase 
intention is a customer’s plan to by a specific brand and has 
recently been the focus of considerable attention” (Chang 
& Liu, 2009, p. 1690). Previous studies indicated that brand 
equity can affect purchase intention in various contexts 
(Assil & Sinha, 2004; Chang & Liu, 2009). Brand equity 
is considered as a set of assets and symbol adding value to 
customers (Aaker, 1991). Thus, this study focus on three 
dimensions of brand equity including brand awareness, 
perceived quality and perceived uniqueness.

Brand awareness is defined as an individual’s ability to 
recall and recognize a brand (Aaker, 1996; Keller, 2003). 

Awareness can affect customers’ perceptions, which lead 
to different brand choice and even loyalty (Aaker, 1996). 
Brand awareness is one of the main factors in creating brand 
added value and is also considered as one of the key factors 
affecting the knowledge level of consumers about the brand 
(Ekhveh & Darvishi, 2015). Brand awareness can be a sign 
of quality and commitment, letting consumers become 
familiar with a brand and helping them consider it at the 
point of purchase (Aaker, 1991).

Perceived quality is defined as overall superiority that 
ultimately motivates the customer to purchase the product 
(Aaker & Jacobson, 1994). They are likely using quality 
attributes like colour, flavour, form, appearance of the product 
and the availability of production information (Bernués 
et al., 2003). In terms of hotel service industry, perceived 
quality is considered by physical quality and staff behavior 
(Parasuraman et al., 1988). Physical quality is the image 
projected by the design, equipment, facilities, and materials 
of the hotel or restaurant while staff behaviour is the image 
projected by competence, helpfulness, friendliness, and 
responsiveness of the hotel or restaurant employees (Ekinci 
et al., 2008).

Uniqueness refers to customers feel about the difference of 
the brand form competing other brands (Netemeyer et al., 
2004). Uniqueness is fundamental in a brand’s associations to 
determine brand equity (Keller, 1993). Perceived uniqueness 
provides value added to hotel visitors, thereby impacting 
their WTP premium (Dwivedi, Nayeem & Murshed, 
2018). Like this, Anselmsson et al. (2014) addressed that 
uniqueness is among the strongest factors of price premium. 
They concluded that perceived uniqueness is a key reason 
for hotel visitors paying the price premiums.

Relationship between Research 
Concepts

Awareness is one of the most important pillars of brand 
equity (Aaker, 1996). It refers to the strength of the presence 
of brand in customers’ minds (Hulter et al., 2013), meaning 
that consumers think about a brand when making a purchase 
decision (Chakravarti et al., 2003). In other words, brand 
awareness can influence decisions in the consideration set 
(Jacoby et al., 1977). Even if there are no other specific brand 
associations, guests still tend to buy a brand that is familiar 
to them (Pae et al., 2002). Hence, when guests perceive that 
a brand has high awareness, a purchase decision tend to be 
made in booking hotel. Otherwise, in several research, brand 
awareness has been found to influence guests’ response to 
brands positively (Washburn & Plank, 2002; Yoo & Donthu, 
2001; Anselmsson et al., 2014). Consequently, we assume 
that brand awareness impact guests’ WTP premium for 
booking hotel.
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	H1a:	Brand awareness has a positive impact on purchase 
intention.

	H1b:	Brand awareness has a positive impact on WTP 
premium.

In reviewing previous research dealing with purchase 
intention, this study found very few papers covering the 
discussion of perceived quality in hotel industry. Service 
with high quality certainly add value to consumer purchase 
(Low & Lamb, 2000). Murphy, Pritchard and Smith (2000) 
showed that perceived quality positively impacted intention 
in travelling. In a similar vein, Boo et al. (2009) identified 
perceived quality in Taiwan culinary culture is a key factor 
in travel intentions. Moreover, Zeithaml (1988) expressed 
the effect of quality on purchase intention. In hotel industry, 
Ashton et al. (2010) concluded the relationship between 
perceived quality and purchase intention. Their research 
found that if service quality is too high and consumers are 
unwilling to pay for it, its value will not be perceived. 

From other perspectives, perceived quality is a core element 
in brand equity models (Lassar et al., 1995; Aaker, 1996). 
In marketing literature, Anselmsson et al. (2007) and 
Kalogeras et al. (2009) proposed quality is a determinant of 
price premium. In addition, perceived quality is a subjective 
mental notion available in guests’ minds (Zeithaml, 1988). 
Customers’ willingness to pay a price premium is related to 
price levels and the margins a company can obtain and thus 
an important profitability driver (Anselmsson, Bondesson 
& Johansson, 2017). Many previous studies confirmed the 
positive influence of perceived quality on WTP premium 
(Sethuraman, 2000), purchase intention (Yoo & Donthu, 
2001). 
	H2a:	Perceived quality has a positive impact on purchase 

intention.
	H2b:	Perceived quality has a positive impact on WTP 

premium.

Specificially, consumers have the ability to choose creatively 
conformity will adhere to social norms, even if they want to 
show their identity and uniqueness by consumption a brand 
and exclusive products because they still want to be socially 
acceptable (Tian, Bearden & Hunter, 2001; Knight & Kim, 
2007). Consumers oriented towards nonconformity with 
unpopular choices may risk social disapproval by choosing 
unique brands that deviate from social rules because they 
cannot find an effective way to distinguish themselves in 
a socially approved way (Tian, Bearden & Hunter, 2001). 
Unique brand is referred to differentiate themselves from 
others (Ruvio, 2008). The purchase of luxury goods can thus 
give these consumers a unique feeling among their peers 
(Chan, To & Chu, 2015). Although, TPB studies intention 
and behavior in different areas, the theory is not without 
criticism (Armitage & Conner, 2001). Specifically, TPB 
addresses belief-based evaluation of a behavior’s benefits 

and costs (Hultman et al., 2015). Moreover, WTP for hotel 
alternatives reflects customers’ perceived affect associating 
with the activity (Ajzen & Driver, 1992). Therefore, we 
suggest the following hypothesis:
	H3a:	Perceived uniqueness has a positive impact on 

purchase intention.
	H3b:	Perceived uniqueness has a positive impact on WTP 

premium.
	H4:	 Consumer intention has a positive impact on WTP 

premium.

The purpose of this research is to investigate the relationship 
between consumer-based brand equity and WTP premium. 
Fig. 1 exhibits the research model that guides this research. 
As Fig. 1 depicts, the important variables of this research 
include brand equity as the independent variable, consumer 
intention as the mediating variable, and WTP premium as 
the dependent variable.

independent variable, consumer intention as the mediating variable, and WTP premium as the 
dependent variable. 
 

 
Fig. 1: The Proposed Conceptual Model 
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  Survey Instrument 

The questionnaire is divided into two parts. The first is concerned with the 
demographic. The second part is independent and dependent variables. The data collection 
instrument is a structure questionnaire. A pool of 27 items complied from the literature was 
incorporated in the questionnaire (table 1). A Liker-scale of 1 to 5 was adopted for all 
measure with the anchors ‘strong disagree’ (1) and ‘strongly agree’ (5). 

Six test items for measuring brand awareness were obtained from empirical studies of 
Yoo and Donthu (2001). Two service quality dimensions—physical quality and staff 
behaviour—are incorporated to measure perceived quality of hotel brand (Nam, Ekinci, 
Whyatt, 2011). Four items are proposed for measuring perceived quality of a hotel through 
the customer’s perception of service quality responds to customer’s needs. Four items 
regarding perceived uniqueness were modified to investigate the connection between the 
brand and customers based on the studies of Dwivedi, Nayeem & Murshed (2018). Intention 
with seven items was assessed by adapting the scales developed by Zhang and Lei (2012) and 
Hultman, Kazeminia and Ghasemi (2015) to measure consumer intention for using the 
service of hotel. Lastly, WTP premium with six items was evaluated by using scale items 
adapted from Hultman, Kazeminia and Ghasemi (2015); Dwivedi, Nayeem & Murshed 
(2018). 

 
Table 1: Measurement of Independent and Dependent Variables 

Dimensions/
Scales 

Items 

 
Brand 
awareness 
(BAW) 

I have easily in imagining this hotel brand in my mind. 
I am familiar with the hotel brand. 
I can recognize this hotel brand among competing brands. 
This hotel brand is the only brand recalled when I need to 
make a purchase decision on the service. 
This hotel brand comes up first in my mind when I need to 
make a purchase decision on the service. 

Fig. 1:  The Proposed Conceptual Model

RESEARCH METHOD

Survey Instrument

The questionnaire is divided into two parts. The first 
is concerned with the demographic. The second part is 
independent and dependent variables. The data collection 
instrument is a structure questionnaire. A pool of 27 items 
complied from the literature was incorporated in the 
questionnaire (Table 1). A Liker-scale of 1 to 5 was adopted 
for all measure with the anchors ‘strong disagree’ (1) and 
‘strongly agree’ (5).

Six test items for measuring brand awareness were obtained 
from empirical studies of Yoo and Donthu (2001). Two 
service quality dimensions—physical quality and staff 
behaviour—are incorporated to measure perceived quality 
of hotel brand (Nam, Ekinci, Whyatt, 2011). Four items are 
proposed for measuring perceived quality of a hotel through 
the customer’s perception of service quality responds 
to customer’s needs. Four items regarding perceived 
uniqueness were modified to investigate the connection 
between the brand and customers based on the studies of 
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Dwivedi, Nayeem and Murshed (2018). Intention with seven  
items was assessed by adapting the scales developed 
by Zhang and Lei (2012) and Hultman, Kazeminia and  
Ghasemi (2015) to measure consumer intention for using 

the service of hotel. Lastly, WTP premium with six items 
was evaluated by using scale items adapted from Hultman, 
Kazeminia and Ghasemi (2015); Dwivedi, Nayeem and 
Murshed (2018).

Table 1:  Measurement of Independent and Dependent Variables

Dimensions/Scales Items
Brand awareness (BAW) I have easily in imagining this hotel brand in my mind.

I am familiar with the hotel brand.
I can recognize this hotel brand among competing brands.
This hotel brand is the only brand recalled when I need to make a purchase decision on the service.
This hotel brand comes up first in my mind when I need to make a purchase decision on the service.
I am familiar with the hotel brand name.

Perceived quality (PVQ) This hotel brand has modern-looking equipment.
Materials associated with the service (such as menus, furniture) are visually appealing.
Employees of this hotel brand are helpful.
Employees of this hotel brand are friendly.

Perceived uniqueness (PVU) I feel that brand really stands out from other hotel brands.
I think that brand is distinct from other brands of hotel.
Brand is unique from other hotel brands.
Brand offers very different products than other automobile brands.

Intention (INT) I will choose uniqueness hotel in my travelling. 
I will choose hotel I have a fullof awareness in my travelling.
I will choose hotel with high quality service in my travelling.
I intend to visit luxury hotel within a foreseeable future.
I intend to visit a hotel I have a full ofawareness within a foreseeable future.
I properly choose uniqueness hotel.
I think the famous hotel is right.

WTP premium (WTP) I am willing to pay a higher price for [Brand] hotels than for other brands.
I am willing to pay a lot more for [Brand] than other hotel brand.
The price of brand products would have to go up quite a bit before I would switch to another brand.
I am willing to pay more for brand over other brands of hotels.
I am willing to pay a more expensive hotel.
I am willing to pay more for my holiday if I know the added cost paid for a better hotel service.

Sample and Data Collection

The survey was conducted from 5/2019 to 10/2019 at three 
big cities of Vietnam, namely Hanoi capital, Danang city 
and Hochiminh city. There are a large number of customers 
staying and working at these places. The sample size was 
identified at 800. Data was collected through face-to-face 
interview methods at entertainment areas, traditional markets 
and supermarkets. In order to get 800 valid responses, we 
launched 1500 survey in three big cities. There were 873 
respondents in which 20 responds were invalid due to a few 
missing ones. We finally obtained 853 correctly completed 
results with a response rate of 56.9%. Demographic 
characteristics of customers (gender, age, job and income) 
are described in Table 2.

Table 2:  Demographic Characteristics of Customers

Characteristic Number Percent
Gender
Female 428 50.17
Male 425 49.83
Age
20-30 108 12.66
31-40 376 44.08
41-50 229 26.85
Above 50 140 16.41
Job
Student 124 14.53
Staff 305 35.76
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Characteristic Number Percent
Business 10 1.18
Other 414 48.53
Income Per Month (USD)
Below 250 104 12.2%
250-500 234 27.4%
500-1000 216 25.3%
1000-1500 145 17.0%
Above 1500 154 18.1%

DATA ANALYSIS

Reliability and Validity of Variable 
Measurement

In running CFA, the item PVU1 of perceived uniqueness 
construct was removed as the factor loading had been 
smaller 0.5. Then, the items analyzed continuously were 26 
rather than 27 items as explaining in the research design. 
The composite and Cronbach’s Alpha coefficients of each 
construct (BWA, PVQ, PVU, INT, and WTP) were bigger 
than 0.7 which showed the independent constructs in the 
model obtained reliability. The final model considered the 
relationship between the independent constructs (BWA, PVQ 
and PVU) with mediating construct (INT) and dependent 
construct (WTP). The result stated the overall model fit with 
Chi-square/df = 3.543; CFI = 0.921; TLI = 0.911; GFI = 
0.910 and RMSEA = 0.055. 

Hypothesis Testing

We used structural equation model to evaluate the suitability 
of the theoretical model under analysis with respect to the 
empirical data, and examine the significance of hypotheses. 
Observing literature review, we supposed 4 constructs as 
all these direct factors, and then SEM was conducted. The 
saturated model result showed that the structural model 
obtained the overall fit with the actual data: Chi-square/df = 
3.598; CFI = 0.918; TLI = 0.909; GFI = 0.907 and RMSEA 
= 0.055. 

Table 3:  The Regression Weights of Each Effect

Estimate S.E. C.R. P
INT <--- BWA 0.469 0.052 7.864 <0.01
INT <--- PVQ 0.215 0.054 4.552 <0.01
INT <--- PVU 0.293 0.038 6.444 <0.01
WTP <--- INT 0.917 0.075 17.286 <0.01

In order to evaluate the total effect of each construct in the 
final model, we use analysis by direct, indirect and total 

impact. The results showed that brand awareness has the 
largest direct impact on consumer intention to use hotel 
service (0.496) and perceived uniqueness has the largest 
indirect effect on willing to pay premium for hotel service 
(0.431). 

Table 4:  The Standardized Direct, Indirect and Total 
Effects

Dependent 
Variable Effect BWA PVQ PVU INT

INT Direct 0.293 0.215 0.469 0.000

Indirect 0.000 0.000 0.000 0.000

Total 0.293 0.215 0.469 0.000

WTP Direct 0.000 0.000 0.000 0.917

Indirect 0.269 0.197 0.431 0.000

Total 0.269 0.197 0.431 0.917

Dependent 
variable Effect BWA PVQ PVU 

 
INT 

Total 0.293 0.215 0.469 0.000 

WTP 
Direct  0.000 0.000 0.000 0.917 
Indirect 0.269 0.197 0.431 0.000 
Total 0.269 0.197 0.431 0.917 

 

 
Fig. 2:The Tested Conceptual Model 

Finally, we observed that that all the coefficients estimated in these equations were 
significant. Figure 2 shows the estimations of the standardized regression coefficients in 
which brand awareness has the largest impact on consumer intention to use hotel service and 
perceived uniqueness has the biggest indirect effect on WTP premium. Otherwise, brand 
awareness, perceived quality and perceived uniqueness has strong direct relationship with 
consumer intention and do not effect directly on WTP premium.  
 

Discussion 

Generally, brand awareness was found to be the most determinant on consumer 
intention to use hotel service in the whole brand equity, following by perceived uniqueness 
and perceived quality. Thus, H1a, H2a and H3a were supported. Some previous studies also 
confirmed these relationships (Chakravarti et al., 2003; Hulter et al., 2013; Murphy, Pritchard 
& Smith, 2000; Boo et al., 2009; Tian, Bearden & Hunter, 2001; Knight & Kim, 2007).  

On the other hand, our research showed impact of consumer intention on WTP 
premium in hotel industry which was also proposed by other studies (Ajzen & Driver, 1992; 
Hultman, Kazeminia & Ghasemi, 2015). Therefore, H4 were accepted. Moreover, in this 
paper brand awareness played the crucial role in direct relationship with consumer intention.  

Otherwise, components of brand equity such as brand awareness, perceived quality 
and perceived uniqueness in some previous research were impact on WTP premium 
(Anselmsson, Bondesson & Johansson, 2017; Lang & Armstrong, 2018). For example, Porter 
(1985) stressed that the strong link between perceived uniqueness and price premium is 
interesting in which differentiation is put forward as a method to avoid price competition. 
However, we just found that these brand equity component just had indirectly effect on e-
brand loyalty rather than their direct impacts. Hence, H1b, H2b and H3bwere only partially 
confirmed. Perceived uniqueness in hotel industry seemed to be the biggest indirect effect on 
customers’ WTP premium.  

Fig. 2:  The Tested Conceptual Model

Finally, we observed that that all the coefficients estimated in 
these equations were significant. Fig. 2 shows the estimations 
of the standardized regression coefficients in which brand 
awareness has the largest impact on consumer intention 
to use hotel service and perceived uniqueness has the 
biggest indirect effect on WTP premium. Otherwise, brand 
awareness, perceived quality and perceived uniqueness has 
strong direct relationship with consumer intention and do 
not effect directly on WTP premium. 

DISCUSSION
Generally, brand awareness was found to be the most 
determinant on consumer intention to use hotel service in the 
whole brand equity, following by perceived uniqueness and 
perceived quality. Thus, H1a, H2a and H3a were supported. 
Some previous studies also confirmed these relationships 
(Chakravarti et al., 2003; Hulter et al., 2013; Murphy, 
Pritchard & Smith, 2000; Boo et al., 2009; Tian, Bearden & 
Hunter, 2001; Knight & Kim, 2007). 

On the other hand, our research showed impact of consumer 
intention on WTP premium in hotel industry which was also 
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proposed by other studies (Ajzen & Driver, 1992; Hultman, 
Kazeminia & Ghasemi, 2015). Therefore, H4 were accepted. 
Moreover, in this paper brand awareness played the crucial 
role in direct relationship with consumer intention. 

Otherwise, components of brand equity such as brand 
awareness, perceived quality and perceived uniqueness 
in some previous research were impact on WTP premium 
(Anselmsson, Bondesson & Johansson, 2017; Lang & 
Armstrong, 2018). For example, Porter (1985) stressed 
that the strong link between perceived uniqueness and 
price premium is interesting in which differentiation is put 
forward as a method to avoid price competition. However, 
we just found that these brand equity component just had 
indirectly effect on e-brand loyalty rather than their direct 
impacts. Hence, H1b, H2b and H3bwere only partially 
confirmed. Perceived uniqueness in hotel industry seemed to 
be the biggest indirect effect on customers’ WTP premium. 

Finally, it can be said that companies in hotel industry in 
Vietnam should pay more attention in customer-brand 
awareness, customer-perceived uniqueness and perceived 
quality in attracting more customer and increase their profits. 

CONCLUSION
The present paper highlights one of the central ideas in the 
brand equity literature: strong brands manage to evoke both 
sensible and emotional affection, which make them less 
sensitive to competitive action by setting more access points 
in the minds of your customers (Keller, 2001). 

We believe that thinking of hotel brand can help managers 
find alternative routes for competition and differentiation. 
Instead of focusing on conveying or changing the service 
quality, invisible building blocks like customer – brand 
awareness and uniqueness can be used. This applies to 
brands that want to distance themselves. Therefore, another 
meaning is that marketing communications (such as 
advertising and PR) are a powerful tool and should act as a 
component in providing service process. 

The results show a clear distinction between the 
personalities of a premium brand, which is a previously 
unresolved distinction about brand equity. In simple terms 
of management, it can be considered to correspond to the 
middle strategic tension profits and revenue growth that 
many companies are facing (Dodd & Favaro, 2006). We 
present insights for understanding the area of customer-
based brand equity and WTP premium in hotel concept. 
These finding tallies to brand management literature that 
view brand awareness, perceived quality and perceived 
uniqueness as central in creating brand value. 

Conceptualizing brand equity from the consumer’s 
perspective is useful because it suggests both specific 
guidelines for marketing strategies and tactics and areas 

where research can be useful in assisting managerial 
decision making. From the results, it is meaning to marketing 
practitioners and hotel managers.
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