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Abstract: The study aims to investigate the component of Brand Schematicity of Air Asia. The data was collected by 
questionnaires from 400 Thai customers. Then data was analyzed by using Exploratory Factor Analysis (EFA). The EFA 
result revealed the essential factor of Brand Schematicity.  
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I. INTRODUCTION 
 
The growing body of Brand Engagement literature 
has provided a number of theoretical and practical 
insights, researchers have devoted minimal attention 
to understanding how various forms of brand 
engagement influence one another and predict 
important marketing outcomes, and especially 
outcomes that are non-transactional. In the current 
research, we are focusing on Brand Schematicity. 
There are many different kinds of Brand Engagement. 
Dispositional Brand Engagement is one of the main 
perspective, represents the enduring individual 
differences in how consumers engage with their 
favorite brands beyond a transaction in a particular 
consumption. Dispositional brand engagement 
examines into two forms, namely, brand engagement 
in the self-concept (BESC) and Brand Schematicity. 
While Brand Engagement in Self-Concept is a 
consumer tendency to define their Self-Concept in a 
brand (Sprott et al. 2009), Brand Schematicity is the 
purchase intention of the customer by process 
incoming product information using only their 
brand’s name to judge the quality, feature, or even 
capability of the product (Puligadda et al. 2012). The 
brand name will also represent the different in the 
individual. Therefore, the researcher decided to 
investigate the component of Brand Schematicity of 
Air Asia. The researcher selected to focus on Air Asia 
because it is the largest international low-cost 
airline from Malaysia operates scheduled domestic 
and international flights to more than 165 destinations 
spanning 25 countries. AirAsia has consistently been 
named as the world's best low cost carrier for 9 years 
in a row in international travel and airline awards, 
including the latest award for 2017. Thus, the 
researcher noticed that this point is interesting in the 
field, so the researcher decided to choose this point to 
the present study 
 
II. LITERATURE REVIEW 
 
Brand Schematicity 
The Brand Schematicity is the degree which any 
consumers can process information regarding a 

product or service based on their brand itself, rather 
than the features (Puligadda et al. 2012). Brand 
Schematicity relies heavily on schemas within a 
consumer’s self-concept (Halkias 2015). Schemas are 
cognitive structures (Higgins 1996) that enable a 
person to organize incoming information and help 
search for assimilating information when making 
sense of information on hand (Marshall 1995). Thus, 
Brand Schematicity is informed by Keller’s (1993) 
customer-based brand equity framework and draws 
from the formation of brand knowledge and the 
storing of such information in associative memory. 
 
III. CONCEPTUAL FRAMEWORK 
 
The conceptual framework for the study, illustrated 
the Exploratory Factor Analysis (EFA) of Brand 
Schematicity in case of Air Asia , are shown in 
Figure1. 
Factor analysis (FA) is a statistical method that used 
to describe a group of any 'factors' which have 
correlated variables and named this group that these 
variables are measuring together. Factors Analysis 
didn't classifieds any factors to be dependent and 
independent variable. These are different from the 
Multiple Regression Analysis (MRA) and Path 
Analysis (PA) method which are all the statistical that 
used in term of correlation measurement. Factor 
analysis (FA) is using to find any factors that those 
variables correlated together, describe and searching 
for combination of each group of all variables, we 
called this method ‘Exploratory Factor Analysis’ 
(EFA). 
Factor analysis (FA) also used to analyze the 
hypothesis’s structure relationship between any 
defind factors. When using the collecting data 
analysis by this method will find the concordance 
called this method ‘Confirmatory Factor Analysis’ 
(CFA). 
The study of Air Asia airline in term of analysis the 
exploratory factor of Brand Schematicity to find out 
the results that will be useful for this airline and also 
another. The objective of the current research was to 
find the common factors of Brand Schematicity to 
draw the conceptual frame work. According to the 
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study above, it is assumed that the Brand 
Schematicity has some common factors. It also 
affects to the first hypothesis in the following: 
 
H1: Brand Schematicity has more than one 
exploratory factor. 
 
IV. RESEARCH METHODOLOGY 
 
This research is quantitative research. To get the best 
result, the researcher decided to use the 
questionnaires as a material to collect data. 
Questionnaires were given to a sample of 400 Air 
Asia customers who used to fly with this airline more 
than 2 times during a year. The questionnaire was 
divided into 3 parts, including 1) screening question, 
2) general information, and 3) Brand Schematicity 
The measure used in the study was the questionnaire 
developed from reviews of the related literature 
including the brand Schematicity with 9 questions 
edited from Puligadda et al. (2012) The researcher 
used the measure of Likert scale 7-point by analyzing 
Exploratory Factor of Brand Schematicity. 

 
Figure1. A Conceptual Framework 

 
V. RESULTS 
 
Preliminary Data Analysis 
The results of the study were received by 400 Air 
Asia customers who used to fly with this airline more 
than 2 times during a year, consisted female (58.25%) 
and male (41.75%), Aged between 35 – 44 years 
(30.5%), marriage (51%), bachelor degree (67%), 
Private companies worker (30.75%), average 
personal monthly income 20,001 – 30,000 (55.75%). 
All of them (100%) were more than 2 times per year 
fly with Air Asia. 

Analysis of mean values of questionnaire items was 
between 4.24 and 4.78, and the values of standard 
deviation were between .929 and 1.165. The values of 
skewness of the data were -.357, and the values of 
kurtosis were .233. Both values were between -2 and 
2, translating to a normal distribution (Tabachnick & 
Fidell, 2007). The values of variance inflation factor 
(VIF) were 1.066 to 1.308, and the values of 
tolerance were between 0.947 to 0.764. It can be seen 
that there was no problem of multicollinearity 
(Stevens, 2009). 
 
Measurement Model Analysis 
EFA is used when a researcher wants to discover the 
number of factors influencing variables and to 
analyze which variables ‘go together’. The researcher 
has analyze the exploratory factor of Brand 
Schematicity to confirm the number of independent 
variable insight by considerate the data by using 
Bartlett's Test of Sphericity relates to the significance 
with (χ2(91) = 3249.695, p = .000). While the KMO 
(Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy) is ranges from 0 to 1 with equal .534. We 
find the Factor Extraction by using the Principal 
Component Analysis Criteria for Determining 
Elements by Eigenvalues with more than 1 rotation 
axis. The communalities Varimax Rotation are more 
than .50 (Stevens, 2009). 
 
In the total Variance Explained found that model of 
Brand Schematicity has 4 components with the 
cumulative equal 61.10%, are shown in Table 1. 
 
VI. DISCUSSIONS AND CONCLUSION 
 
1. The results provide insights into the brand in the 

service industry from Brand Schematicity with 
their 4 components namely, Reputation, 
Enamouredness, Popularity and Social Image. 

2. Most of the past studies focus on the electronic 
brand and consumption goods. The present study 
is one of the empirical researches in the context 
of other industries Thus, The findings of the 
study help increase our knowledge and insights 
into the modern marketing literature. 
Table 1: The Exploratory Factors Analysis of Brand 

Schematicity 
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