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The objectives of this survey research were to: (1) explore corporate brand
equity by developing a new measure which had corporate brand awareness and
corporate image associations as the key components, and (2) examine the relationships
between corporate brand equity and product brand equity. Questionnaires were used to
collect data from 416 consumers and other stakeholders of two service businesses.
They were: (1) possession processing service, that is petroleum and chemical business
(PTT and Shell}, and (2) mental stimulus processing service, that is mobile phone
network provider (A/S and DTAC).

The findings revealed that, in the petroleum and chemical business, PTT's
corporate brand equity was higher than Shell's one while AIS's corporate brand equity
was higher than DTAC's one in the mobile phone network business. In addition, all four
corporate brand equity scores were significantly and positively related with all their
product brand equity scores. Comparatively, corporate brand equity of mobile phone
network providers (mental stimulus processing service) was significantly greater than
that of petroleum and chemical business (possession processing service). When
comparing between consumers and stakeholders’ perceptions, it was shown that the
consumers had better perceptions on corporate brand equity in all four organizations
studied. Lastly, the reliability coefficient of the corporate brand equity measure

developed in this study was checked and acceptable. -





