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Abstract

This independent study aims to measure the consumer-based brand equity of Nacha
coffee in Chiangmai province. Brand knowledge can be expressed as a sum of brand awareness
and brand image. Brand awareness refers to how aware customers are of a business and its
products. Brand image is consumers’ perception about the product and signifies what the brand
presently stands for. The brand image consists of various associations in consumers’ mind,
however, this study focuses on the three types of benefits; functional, symbolic and experience.
The study had begun with conducting pretest among 50 customers. Results and feedbacks from
this initial research are used in questionnaire design process. Quantitative data from 378 Nacha
consumers in Chiangmai were collected by using the questionnaire. Descriptive statistics;
frequency, percentage, and mean; are used throughout data analysis. According to the study, the
majority of people are aware that the most important factor that helps them decide to buy coffee is
the scent or the aroma. This study also shows that women recognize Nacha coffee by the
premium aroma and they are more sensitive to the price and size of the package compare to men.
In terms of functional benefit, the result shows the greater value in brand equity among women
consumers especially when it comes to premium quality of the aroma and color of the coffee.
However, the findings of this study illustrated that there is no brand equity created in the

symbolic and experience benefit.



