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Abstract

This study aimed to investigate the impact of price deals and perceived quality on the brand
equity in the context of brand knowledge and brand associations. This study extends the previous literature on brand equity by focusing on how a consumer perceives brand in high involvement products.
Eighteen face-to-face interviews were conducted to identify the product category for a high involvement
product. Three hundreds and eighty-six sets of questionnaires were usable and completed. The findings
supported that price deals and perceived quality are important factors which create the associations that
consumers make with a brand in order to create brand equity.
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º·¤Ñ´ÂèÍ
¡ÒÃÇÔ¨ÂÑ ¹ÕÁé ¨Õ ´Ø ÁØ§è ËÁÒÂà¾×Íè ÈÖ¡ÉÒ¼Å¡ÃÐ·º¢Í§ÃÒ¤Ò·Õàè »ÅÕÂè ¹á»Å§µÒÁ¡Ô¨¡ÃÃÁ¡ÒÃµÅÒ´ áÅÐ¤Ø³ÀÒ¾¢Í§ÊÔ¹¤éÒ
µèÍ¡ÒÃÃÑºÃÙ¤é Òè ¢Í§µÃÒÊÔ¹¤éÒ¢Í§¼Ùºé ÃÔâÀ¤ â´ÂÁØ§è à¹é¹ä»·Õ¡è ÅØÁè ÊÔ¹¤éÒ·ÕÁè ÃÕ Ð´Ñº¤ÇÒÁà¡ÕÂè Ç¾Ñ¹¢Í§¼Ùºé ÃÔâÀ¤ÊÙ§ (High Involvement Products) ¨Ò¡¡ÒÃÈÖ¡ÉÒ¡ÅØÁè µÑÇÍÂèÒ§·Õ¹è ÓÁÒÇÔà¤ÃÒÐËì¨Ó¹Ç¹ 386 ¤¹ ¾ºÇèÒ ÃÒ¤ÒÊÔ¹¤éÒ (ºÃÔ¡ÒÃ) ·Õàè »ÅÕÂè ¹á»Å§
à¹×Íè §ÁÒ¨Ò¡¡Ô¨¡ÃÃÁ·Ò§¡ÒÃµÅÒ´ áÅÐ¡ÒÃÃÑºÃÙ¤é ³
Ø ÀÒ¾¢Í§ÊÔ¹¤éÒ ÁÕ¼ÅµèÍ¤ÇÒÁ¼Ù¡¾Ñ¹¢Í§¼Ùºé ÃÔâÀ¤µèÍµÃÒÊÔ¹¤éÒ (Brand
Associations) áÅÐ¤ÇÒÁÃÙé¢Í§¼ÙéºÃÔâÀ¤µèÍµÃÒÊÔ¹¤éÒ (Brand Knowledge) «Öè§Êè§¼ÅµèÍ¡ÒÃÃÑºÃÙé¤Ø³¤èÒ¢Í§µÃÒÊÔ¹¤éÒ
áÅÐ¤Ø³¤èÒ¢Í§µÃÒÊÔ¹¤éÒã¹¤ÇÒÁ¤Ô´¢Í§¼Ùºé ÃÔâÀ¤ ÍÂèÒ§ÁÕ¹ÂÑ ÊÓ¤Ñ
¤ÓÊÓ¤Ñ: µÃÒÊÔ¹¤éÒ, ¤Ø³¤èÒµÃÒÊÔ¹¤éÒ, ¡ÒÃÃÑºÃÙ¤é ³
Ø ÀÒ¾ÊÔ¹¤éÒ, ÃÒ¤ÒÊÔ¹¤éÒ, ¡ÅÂØ·¸ìÃÒ¤Ò, â»ÃâÁªÑ¹è
between marketing activities and brand equity
(Keller, 1993; Keller & Lehmann, 2006). For example, Cobb-Walgren et al. (1995) found that a
higher advertising budget contributed to higher levels of brand equity. However, they did not study
whether different marketing activities influence
each brand differently. In other words, they did not
investigate whether particular marketing mix activities affect brand equity differently. Furthermore,
the work of Keller and Lehman (2006) confirmed
that literature on brand and branding in the past
has reported mixed results of the relationship between marketing mix activities and consumer perception on a brand. They also suggested that the
study of particular marketing mix activities should
be more focused and should be introduced and
measured in terms of customer mindset.
This study aims to investigate the impact of

INTRODUCTION
Brand, as an asset of a firm or company, does
not serve only an identification purpose, but also
offers the firm legal protection for unique features
or aspects of the product or service. Brand also
offers additional value to the firm performance
(Simon & Sullivan, 1993). In addition, brand is a
valuable factor that influences consumer behavior,
and provides the security of sustained future revenues (Hunt & Keaveney, 1994; Kevin & John,
1999; Sloot & Verhoef, 2008). Therefore, brands
have an enormous impact on both marketing performances, and financial performances (Baldauf,
Cravens, & Binder, 2003; Rajagopal, 2009; Rust,
Lemon, & Zeithaml, 2004; Simon & Sullivan,
1993).
Previous literature has studied the relationship
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