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The Factor Analysis of Customer-Based Brand Equity

of the Black Carbonated Beverage Industry in

L
Mueang District, Chiang Mai Province

kk
Pongsiri Kamkankaew

Abstract

The objective of this research was to analyze the components of the customer-based brand equity of
the black carbonated beverage industry in Mueang District, Chiang Mai Province. The sample groups were
consisted of 328 customers who have been drinking the black carbonated beverage. The research instrument
was questionnaires, which tested for the reliability as 0.939 and the data analysis was done by using the factor
analysis.

The results of the research found that the customer-based brand equity of the black carbonated
beverage industry has four components and thirty — two variables as follows brand loyalty, brand perceived
quality, brand association and brand awareness. The factor loading of these components was 0.508 — 0.808.
In conclusion, this research was provided several key recommendations for Brand Manager’s the black
carbonated beverage industry and market educator with valuable guideline for customer-based brand

equity enhancing and competitive advantage of branding enhancing.

Key words : Factor Analysis; Customer-Based Brand Equity; Black Carbonated Beverage
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