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Estimates (Group number 1 - Default model)

Scalar Estimates (Group number 1 - Default model)

Maximum Likelihood Estimates

Regression Weights: (Group number 1 - Default model)

Estimate S.E. C.R. P  Label
P.quality <--- P.price |[.335 035 9.673 ***
B.loyality <--- P.price |.052 051 1.019 .308
B.awarenss <--- P.price |.042 037 1.128 .259
B.association <--- P.price |[.091 052 1.738 .082
P.quality <--- P.ads [.117 028 4.241 ***
B.loyality <--- Pads |.181 046 3.925 ***
B.awarenss <--- P.ads 249 035 7.100 ***
B.association <--- P.ads |.254 046 5.468 ***
P.quality <--- P.Deals |.014 028 .511 .609
B.loyality <--- P.Deals |.027 046 595 552
B.awarenss <--- P.Deals |-.010 034 -306 .760
B.association <--- P.Deals |-.071 .047 -1.504 .133

Standardized Regression Weights: (Group number 1 - Default model)

Estimate
P.quality <--- P.price 501
B.loyality <--- P.price .053
B.awarenss <--- P.price .056
B.association <--- P.price .087
P.quality <--- P.ads 203
B.loyality <--- P.ads 213
B.awarenss <--- P.ads .384
B.association <--- P.ads 283
P.quality <--- P.Deals .025
B.loyality <--- P.Deals .033
B.awarenss <--- P.Deals -.016
B.association <--- P.Deals -.081
q3 <--- P.price 949
q4 <--- P.price 790
a5 <--- P.price .842
q6 <--- P.ads 933
q7 <--- P.ads 732
q8 <--- P.ads .895
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Estimate

gl2
913
ql4d
q15
q16
ql7
q18
q19
g20
921
g22
q23
q24
925
g26
q9

gqll
gl10

<omm
P
P
<o
<omm
P
P
<o
<-mm
P
P
<o
P
P
P
<o
<emm
P

P.quality
P.quality
P.quality
P.quality
P.quality
P.quality
B.loyality
B.loyality
B.loyality
B.awarenss
B.awarenss
B.awarenss
B.association
B.association
B.association
P.Deals
P.Deals
P.Deals

.749
752
692
.509
488
625
690
.870
732
717
.853
792
.854
740
.865
.810
793
.687

Covariances: (Group number 1 - Default model)

Estimate S.E. C.R. P  Label
P.price <--> P.ads 071 030 2.357 .018
P.ads <--> P.Deals |.091 .038 2.385 .017
P.price <--> P.Deals {.023 032 .716 474

Correlations: (Group number 1 - Default model)

Estimate

P.price <--> P.ads
<--> P.Deals |.129

P.ads

119

P.price <--> P.Deals {.038

Variances: (Group number 1 - Default model)

Estimate S.E. C.R. P Label
P.price 511 .039 13.017 ***
P.ads .688 .054 12.633 ***
P.Deals 122 .079 9.081 ***
e26 470 062 7.619 ***
e25 .156 .019 8.251 ***
e27 244 .030 8.096 ***
e28 .503 .048 10.406 ***
el .056 013 4211 ***
e2 .200 .016 12.683 ***
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Estimate S.E. C.R. P Label
e3 .200 .018 11.017 ***
ed .103 .019 5485 ***
e5 .364 .027 13.656 ***
e6 155 .019 8.162 **=*
e’ .378 048 7.841 ***
e8 AT78 .040 11.966 ***
e9 .391 .046 8.528 ***
el0 179 016 11.384 **=*
ell .220 .019 11.319 **=*
el2 .216 .017 12.480 ***
el3 403 .028 14.187 ***
eld .359 .025 14.298 ***
elb5 .185 .014 13.324 ***
el6 .546 046 11.917 ***
el?7 .258 .049 5313 ***
el8 537 .050 10.738 **=*
el9 272 .023 12.042 ***
e20 .164 .023 7.150 ***
e21 .230 024 9.741 ***
e22 .207 .025 8.237 ***
e23 .539 .043 12.393 **x*
e24 195 .025 7.652 ***
Minimization History (Default model)
Iterati Negatlve Conditi S_mallest Diamet NTri ]
on eigenval on # eigenval or F o Ratio
ues ue
9999.0 5614.9 9999.0
0 e 14 -.459 00 88 0 00
1 ¢ 10 310 3561 0% 20 499
2 i 1 -.090 .905 %354'3 5 .846
1235.3 914.17
3 e O 76 943 9 5 .784
4 e 0 149.15 710 26882 000
4 3
5 e 0 73.167 745 214'41 2 000
6 e O 69.931 .315 259'87 1 1.151
7 e O 63.070 174 653.22 1 1.105
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Iterati I\!egatlve Conditi S_mallest Diamet NTri .
eigenval eigenval F Ratio
on on# es
ues ue
9
8 e O 66.142 .026 852'93 1 1.042
9 e O 66.673 .003 852'92 1 1.005
10 e 0 66.677 000 852'92 1 1.000
Model Fit Summary
CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 63 652.929 237 .000 2.755
Saturated model 300 .000 0
Independence model | 24 5506.754 276 .000 19.952
RMR, GFI
Model RMR GFlI AGFI PGFI
Default model .073 .889 .859 .702
Saturated model .000 1.000
Independence model | .179  .399  .347 367
Baseline Comparisons
NFI RFI  IFI TLI
Model Deltal rhol Delta2 rho2 CFl
Default model .881 862 921 907 .920
Saturated model 1.000 1.000 1.000
Independence model | .000 .000 .000 .000 .000
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model .859 757 .790
Saturated model .000 .000 .000
Independence model | 1.000 .000 .000
NCP
Model NCP LO 90 HI 90
Default model 415.929 343.667 495.841
Saturated model .000 .000 .000
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Model

NCP LO 90 HI 90

Independence model

5230.754 4992.917 5474.979

FMIN

Model FMIN FO LO90 HI90
Default model 1.410 .898 742 1.071
Saturated model .000 .000 .000 .000
Independence model | 11.894 11.298 10.784 11.825
RMSEA

Model RMSEA LO90 HI90 PCLOSE
Default model 062 .056 067  .000
Independence model | .202 .198 207 .000

AIC

Model AlIC BCC BIC CAIC

Default model
Saturated model
Independence model

778.929  786.121  1039.742 1102.742
600.000 634.247  1841.965 2141.965
5554.754 5557.494 5654.111 5678.111

ECVI
Model ECVI LO90 HI90 MECVI
Default model 1682 1526 1855  1.698
Saturated model 1296 1296 1296 1.370
Independence model | 11.997 11.484 12525 12.003
HOELTER
Model HOELTER HOELTER

.05 .01
Default model 195 207
Independence model | 27 29
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(2/4) &, Gala

(SPSS) I geali s alasindy (uliiall Lalal) aall g o) Liial il

. uﬂ‘)&d\ ‘);u.ul\ 'l

Case Processing Summary

N %
Cases  Valid 464 100.0
Excluded?® 0 .0
Total 464 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's
Alpha N of ltems

.893 3

f el DleY) Gyl -2

Case Processing Summary

N %
Cases Valid 464 100.0
Excluded?® 0 .0
Total 464 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's
Alpha N of ltems

.888 3
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Case Processing Summary

N %
Cases  Valid 464 100.0
Excluded® 0 .0
Total 464 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's
Alpha

N of ltems

.807

3

Case Processing Summary

N %
Cases  Valid 464 100.0
Excluded® 0 .0
Total 464 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's
Alpha

N of Items

.800

6
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Case Processing Summary

N %
Cases  Valid 464 100.0
Excluded?® 0 .0
Total 464 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's
Alpha

N of Items

.807

3

Case Processing Summary

N %
Cases  Valid 464 100.0
Excluded?® 0 .0
Total 464 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's
Alpha

N of Items

.830

3
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Case Processing Summary

t 3 ladl) Lokl Ladl cillals NI -7

N %
Cases  Valid 464 100.0
Excluded?® 0 .0
Total 464 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's

Alpha

N of Items

.849

3
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Communalities

Extraction
q3 .870
q4 .783
g5 .828
g6 .869
q7 731
g8 .856
q9 .756
q10 674
q11 .760
q12 .606
q13 .644
q14 .625
q15 478
q16 425
q17 496
q18 .693
q19 .760
g20 724
q21 712
q22 778
g23 737
q24 .810
q25 .720
g26 .829

Extraction Method:

Principal Component

Analysis.
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Total Variance Explained

Component Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 5.674 23.640 23.640 3.122 13.010 13.010
2 3.132 13.049 36.690 2.529 10.536 23.545
3 2.318 9.657 46.347 2477 10.320 33.865
4 1.961 8.171 54.518 2.354 9.808 43.673
5 1.608 6.700 61.218 2.254 9.393 53.067
6 1.352 5.633 66.851 2.230 9.291 62.358
7 1.123 4.678 71.528 2.201 9.170 71.528

Extraction Method: Principal Component Analysis.

Rotated Component Matrix®

Component

1 2 3 4 5 6 7

q13 784
q14 .765
q12 715
q15 619
q17 594
q16 578
g5 .895
g3 .894
g4 .829
q8 .907
g6 .905
q7 .832
q26 .875
q24 .858
q25 782
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q20 .825

q19 .818

q18 .806

q22 .824

q23 781

g21 778

q9 .863

q11 .860

g10 .811

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 6 iterations.

Component Transformation Matrix

Component 1 2 3 4 5 6 7
1 .556 311 .361 408 .339 425 .055
2 465 .639 -.170- -.341- -.318- -.357- .045
3 -.084- -.065- 428 -.233- -.048- -.056- .864
4 .180 -.099- -711- -.058- .554 .005 377
5 -.297- .310 -.352- 579 -.455- 227 315
6 -.585- .619 .090 -.220- 449 102 -.083-
7 -.064- .051 146 .526 .259 -.792- .031

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.
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Perceived price
LSD

(3/4) o Gale

Apand) i aall (LSD) s gulss

(1/3/4) 485 3ala

P L0 Al Aty ¢ jaall et Agaayd) <l jlaal (LSD) s il

Multiple Comparisons

(1) daall s el (J) daall s sell Mean 95% Confidence Interval
Difference (I-J) | Std. Error Sig_;. Lower Bound Upper Bound
w5 Y 10000 ¢ & -12771- .07237 .078 -.2699- .0145
20000 5 10000¢x -.23555- .11065 .034 -.4530- -.0181-
10000 o= 2w Y 2771 .07237 .078 -.0145- .2699
20000 5 100000 -.10784- .11686 .357 -.3375- 1218
20000 5 100000 Y 23555 .11065 .034 .0181 4530
10000 ¢ & .10784 .11686 .357 -.1218- .3375

*. The mean difference is significant at the 0.05 level.
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Perceived ads spending

(2/3/4) 4, ala
(5 A JAN Aty & paal) NSy A dpand) il Jliall (L SD) LA) it

Multiple Comparisons

LSD
(1) daall s el (J) daall s ell Mean 95% Confidence Interval
Difference (I-J) | Std. Error Sig_;. Lower Bound Upper Bound
s Y 10000 o= & -21641- .08302 .009 -.3796- -.0532-
20000 5 10000¢x -.30385- .12693 .017 -.5533- -.0544-
10000 o= s Y 21641 .08302 .009 .0532 .3796
20000 5 100000 -.08744- .13406 515 -.3509- .1760
20000 s 100000 Y 30385 .12693 .017 .0544 .5533
10000 ¢ & .08744 .13406 515 -.1760- .3509
*. The mean difference is significant at the 0.05 level.
(3/3/4) 4, Gala

Perceived quality
LSD

G Jaall Aty & jaal) 3 gall dpand) il lBall (L SD) Liis) gt

Multiple Comparisons

(1) daall s el (J) daall s yell Mean 95% Confidence Interval
Difference (I-J) | Std. Error Sig_;. Lower Bound Upper Bound
w5 Y 10000 ¢ -.02725- .04780 .569 -1212- .0667
20000 5 10000¢x -.23555- .07308 .001 -.3792- -.0919-
10000 ¢ w5 Y .02725 .04780 .569 -.0667- 1212
20000 5 100000 -.20830- .07718 .007 -.3600- -.0566-
20000 5 100000 Y 23555 .07308 .001 .0919 .3792
10000 o & 20830 .07718 .007 .0566 .3600

*. The mean difference is significant at the 0.05 level.
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Brand awareness
LSD

(4/3/4) pd, G3ala
G JAall Lty Aadlal! o ol dad) il iall (L SD) liid gt

Multiple Comparisons

(1) Jaal (5 el (J) Ja g el Mean 95% Confidence Interval
Difference (I-J) | Std. Error Sig. Lower Bound Upper Bound
w5 Y 10000 o= -.00268- .06861 .969 -.1375- 1322
20000 5 1000005 -.29195- .10490 .006 -.4981- -.0858-
10000 o= RN .00268 .06861 .969 -.1322- 1375
20000 5 100000 -.28927- .11080 .009 -.5070- -.0715-
20000 s 100005 Y 29195 .10490 .006 .0858 .4981
10000 o= & 28927 .11080 .009 .0715 .5070
*. The mean difference is significant at the 0.05 level.
(5/3/4) 4, 3ala

Perceived ads spending

Multiple Comparisons

4 il dadlall Aty & jaall DoY) G Al Gl jlEall (LSD) LA il

LSD
(1) &adadl &gl (J) Aadladl &y el Mean 95% Confidence Interval
Difference (I-J) | Std. Error Sig. Lower Bound Upper Bound
sl s 24849 .09119 .007 .0692 4277
SU -.07432- .13106 571 -.3319- .1833
Lo 58038 .10638 .000 3713 .7895
[BESEN ol -.24849- .09119 .007 -4277- -.0692-
SU -.32281- 14379 .025 -.6054- -.0402-
Loss 33189 12172 .007 .0926 5711
SSU ol .07432 .13106 571 -.1833- 3319
[BEREN 32281 14379 .025 .0402 .6054
Lo 65469 .15387 .000 .3523 .9571
Los ol -.58038-" .10638 .000 -.7895- -.3713-
[BEREN -.33189- 12172 .007 -.5711- -.0926-
S -.65469- .15387 .000 -.9571- -.3523-

*. The mean difference is significant at the 0.05 level.
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(6/3/4) a8, Gala

oy il AaSlall il Ay el a9 ol il i Jiall (1 SD) A il

Multiple Comparisons

Price deals
LSD
(1) el Al (J) Aadladl & laill Mean 95% Confidence Interval
Difference (I-J) | Std. Error Sig. Lower Bound Upper Bound
sl sl -.07015- .10195 492 -.2705- 1302
S 52985 .14653 .000 .2418 .8179
Los 24498 .11893 .040 .0112 4787
sk el .07015 .10195 492 -.1302- .2705
S .60000" .16076 .000 .2840 .9160
Los 31512 .13608 .021 .0476 .5826
SSU sl -.52985-" .14653 .000 -.8179- -.2418-
s -.60000- .16076 .000 -.9160- -.2840-
Los -.28488- 17203 .098 -.6230- .0533
Lo sl -.24498- .11893 .040 -.4787- -.0112-
s -31512- .13608 .021 -.5826- -.0476-
S .28488 17203 .098 -.0533- .6230

*. The mean difference is significant at the 0.05 level.
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(7/3/4) & gala

4 i) dadlall Aty 4 jaall 33 gl and) il J8all (LSD) s geilis

Perceived quality

Multiple Comparisons

LSD
(1) el Al (J) AaDladl & il Mean 95% Confidence Interval
Difference (I-J) | Std. Error Sig. Lower Bound Upper Bound
sl s .04580 .05607 414 -.0644- .1560
S -.09192- .08059 .255 -.2503- .0665
Los 18454 .06541 .005 .0560 .3131
s sl -.04580- .05607 414 -.1560- .0644
S -.13772- .08841 120 -.3115- .0361
Los .13874 .07484 .064 -.0084- .2858
SSU sl .09192 .08059 .255 -.0665- .2503
s 13772 .08841 120 -.0361- 3115
Los 27646 .09461 .004 .0905 4624
Lo el -.18454-" .06541 .005 -.3131- -.0560-
s -.13874- .07484 .064 -.2858- .0084
S -.27646- .09461 .004 -.4624- -.0905-
*. The mean difference is significant at the 0.05 level.
(8/3/4) b, Gale

4 ) Aadall Luudlly Aadlall Lo olt Land) il jiall (LSD)Lid) gilis

Brand awareness

Multiple Comparisons

LSD
(1) el Al (J) Aadladl & laill Mean 95% Confidence Interval
Difference (I-J) | Std. Error Sig. Lower Bound Upper Bound
sl s .15378 .08107 .059 -.0056- .3131
S -.18481- .11652 113 -.4138- .0442
Los .10048 .09457 .289 -.0854- .2864
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[STEEN ol -.15378- .08107 .059 -.3131- .0056
S -.33860- 12783 .008 -.5899- -.0873-
Los -.05330- .10821 .623 -.2660- .1594
S sl .18481 .11652 113 -.0442- 4138
[STEEN 33860 12783 .008 .0873 .5899
Los 28530 .13680 .038 .0164 .5542
Los ol -.10048- .09457 .289 -.2864- .0854
[STEEN .05330 .10821 .623 -.1594- .2660
sSL -.28530- .13680 .038 -.5542- -.0164-
*. The mean difference is significant at the 0.05 level.
(9/3/4) a8, ala

4l Aadlall Apadtly Aadlad! 4 ) cillalidd dpand) cl el (LSD) LA geilss

Brand association
LSD

Multiple Comparisons

(1) &adladl &gl (J) Aadladl &y el Mean 95% Confidence Interval
Difference (I-J) | Std. Error Sig. Lower Bound Upper Bound
ol [BEEEN .06040 .09913 .543 -.1344- .2552
SU -.19223- 14246 178 -4722- .0878
Lo .29900° 11563 010 0717 5263
[BEEEN SRt -.06040- .09913 .543 -.2552- 1344
S -.25263- 15630 107 -.5598- .0546
Loy .23860 13231 .072 -.0215- 4987
SSU ol .19223 14246 178 -.0878- 4722
15k .25263 .15630 107 -.0546- .5598
Lo 49123 16726 .003 1625 .8200
Lo SRt -.29900- 11563 .010 -.5263- -.0717-
15k -.23860- 13231 .072 -.4987- .0215
sSU -49123- 16726 .003 -.8200- -.1625-

*. The mean difference is significant at the 0.05 level.
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ABSTRACT

Introduction:

This theses aims to explore the effectiveness of three market policies on

brand equity in Syrian sports clothing market. Research hypotheses

empirical research was conducted on the sample of undergraduate students

of the universities in Damascus who purchased sport clothes.

Research hypotheses:

Perceived price has significant positive effect on perceived quality.
Perceived price has significant positive effect on brand loyalty.
Perceived price has significant positive effect on brand awareness.
Perceived price has significant positive effect on brand association.
Perceived advertising spending has positive effect on perceived
quality.

Perceived advertising spending has positive effect on brand loyalty.
Perceived advertising spending has positive effect on brand
awareness.

Perceived advertising spending has positive effect on brand
association.

Price deals have positive effect on perceived quality.

Price deals have positive effect on brand loyalty.

Price deals have positive effect on brand awareness.

Price deals have positive effect on brand association.



The results of the research:

There is a positive effect between perceived price and perceived
quality.
There is not any effect between perceived price and brand loyalty.
There is not any effect between perceived price and brand awareness.
There is not any effect between perceived price and brand association.
There is a positive effect between perceived advertising spending and
perceived quality.
There is a positive effect between perceived advertising spending and
brand loyalty.
There is a positive effect between perceived advertising spending and
brand awareness.
There is a positive effect between perceived advertising spending and
brand association.

There is not any effect between perceived price and brand
association.
There is not any effect between price deals and perceived quality.
There is not any effect between price deals and brand loyalty
There is not any effect between price deals and brand awareness.

There is not any effect between price deals and brand association.
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