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The objectives of this independent study, “Brand Equity Measurement in Whitening
Cosmetic Product in Chiang Mai Province” were to explore the dimensions measuring the brand
equity and the trend of consumer behavior in choosing brand for whitening cosmetic products as
well as the important of value and behavior for evaluating the brand equity for whitening
cosmetic products.

The samples were 400 females in Chiang Mai Province, age between 15 — 34 years old
who used whitening cosmetic product in 4 brands : POND’S, OLAY, NIVEA and LOREAL. The
samples were selected from the customers who shopped at department stores and hypermarket
stores located in Chiang Mai Province including Central Airport Plaza, Central Kad Suan Keaw,
Lotus, Big C, Carrefour and Makro. Questionnaires were used as a tool for the data collection.
The collected data was analyzed by using the descriptive statistics : frequency, percentage, mean,
weighted mean and the multiple regression analysis was used for analyzing the relationship
between the dimension of brand equity and the overall brand equity

The results showed that most of the female samples were single, with bachelor’s degree
and their average income was lower than 10,000 baht per month.

For the perception towards the dimensions of brand equity, the results showed that the
respondents expressed positive opinion to those dimensions which can be ranged from highest
mean score to lowest mean score as follows : brand associations, perceived quality of brand
quality, brand awareness, brand loyalty and perceived quality of brand differentiate, respectively.

Furthermore, the results indicated significant positive relationship between only 4
dimensions of brand equity including brand loyalty, brand associations, perceived quality of

brand differentiate, and perceived quality and brand equity.





