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ABSTRACT

This study was conducted to explore the perception of S & P brand equity of
consumers in Chiang Mai. The sample group in this study consisted of 400 consumers
purchasing S & P products in Chiang Mai. A set of questionnaires was used for data collection
and analyzed by using the Statistical Package.

Results of the study revealed that the respondents most recognized S&P brand
(bakery). The respondents had a high level of their perception on the perceived quality of S&P
products. They also had a high level of their perception of the brand image of S&P products. For
brand royalty, it was found that most of the respondents did not purchase S&P products regularly.
However, most of the respondents suggested others to purchase S&P products. Most of the
respondents still had tendency to purchase S&P products. Besides, they would not purchase S&P
products if other brands have promotion or the prices of S&P products are increased.

Most of the respondents perceived S&P products through television. The
perceived information conformed to their recognition and information keeping of the respondents
on S&P product suggestions. They also perceived that television was a media suitable for the

dissemination of S&P information.





