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ABSTRACT

This independent study aimed to investigate perception of consumers in Mueang Chiang
Mai district towards brand equity of local and national coffees. Perceptions on brand awareness and
brand recall as elements of brand association were particularly discussed in this study. Data were
obtained by the distribution of 400 sets of questionnaire to working-aged consumers in the age of
15-60 years in Mueang Chiang Mai district: 200 sets were distributed to those who knew about the
national brand coffees that had branches in Chiang Mai; while another 200 sets were distributed to
those who knew about the local brand coffees in Chiang Mai. Data obtained were, then, compared
by the use of t-test analysis at 95% of confidence level.

Results of the study on perceptions towards brand equity of local coffee were presented as
follows. The majority of respondents were male in the age of 23-30 years old, graduated in
Bachelor’s degree or higher, and earned income at the amount of 10,001-20,000 Baht. In a week,
they had visited coffee shop for 1-2 days. Activity that they did on day-off was surfing on internet
and activity that they did when visiting the coffee shop was to buy coffee or other beverage menu
only. In general, the respondents had high level of perception on brand awareness and high level of
brand association, especially in product attribute, function benefit, experiential benefit, and attitudes
components. However, the brand association in a component of symbolic benefit was rated at

moderate level.



Results of the study on perceptions towards brand equity of national coffee were presented
as follows. The majority of respondents were male in the age of 23-30 years old, graduated in
Bachelor’s degree or higher, and earned income at the amount of 10,001-20,000 Baht. In a week
they had visited coffee shop for 3-4 days. Activity that they did on day-off was surfing on internet
and activity that they did when visiting the coffee shop was to buy coffee or other beverage menu
only. In general, the respondents had high level of perception on brand awareness and high level of
brand association, especially in product attribute, function benefit, experiential benefit, symbolic
benefit, and attitude components.

Results of the comparative study on perceptions of consumers towards brand equity of local
and national coffees suggested that the statistical significant difference of perceptions on brand
awareness among consumers of local and national brand coffees was not found; but the perception
on brand recall was. The national brand coffee received higher level of recall than the local brand
coffee. In addition, in brand familiarity component, the statistical significant difference of
perception was found. The local brand coffee received higher level of familiarity than the national
brand coffee.

Results of the comparative study on the components of brand association affecting local
and national brand coffees suggested that the statistical significant difference was found in: product
attribute and symbolic benefit components. However, in other components, the statistical significant
difference was not found.

According to the results of the study on perception of consumers in Mueang Chiang Mai
district towards brand equity of local and national coffees, it could be summarized that brand equity

of national coffee was rated in higher level than local coffee.



