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Abstract

The purposes of this study were threefold: (1) to study the attitude and
factors that have a relationship with consumer perceived online brand equity (2) to study
the factors that have an impact on consumer perceived online brand equity (3) be as the
elementary observation which can develop to the strategy of online brand building.
Questionnaires were used to collect data from 400 respondents aged between 15-45
years old in Thailand. Online brands in Thai E-Marketplace were chosen as the
representatives of the study of the antecedents of perceived online brand equity.

The results showed that, there were 4 factors of Thai- consumer perceived
online brand equity: (1) brand awareness, (2) perceived quality, (3) brand associations,
(4) brand loyalty. These 4 factors significantly and positively correlated with perceived
online brand equity. An exploratory factor analysis was conducted to identify the
understanding dimensions of all items from Aaker’s (1991) brand awareness, perceived
quality, brand associations, and brand loyalty. Three dimensions were revealed: (1)
perceived quality & brand association, (2) brand loyalty, and (3) brand awareness.
Moreover, a multiple regression analysis study showed that perceived quality & brand
association, brand loyalty, and brand awareness, all 3 factors could significant predict
the level of customer perceived online brand equity nearly 61.1 percent.

Therefore, website owners should consider all of Aaker's (1991) 4 factors of
brand equity, in order to plan or develop online business strategies. These can reduce
cost and time, increase the number of consumer and stimulate repeat-purchase
intentions.

Thus, to extend the result of research, the study looking at other factors
which influence on brand equity should be conducted such as marketing
communication concept such as brand familiarity, brand acceptability, brand
preference, and purchase intention had an impact on perceived brand equity.
Additionally, instead of only looking at the consumer, future research should focus on
the firm’s perspective and trade’s perspective in order to better understand the concept

of online brand equity.



