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Abstract

This research aimed to explore the factors underlying the customer-based brand equity
of resorts in Chiangmai and their relative importance. The questionnaire was developed from
the review of related literature and research papers as well as the interview results of resort
entrepreneurs. The developed scale was used to collect data from 606 tourists who used to stay
in resorts in Chiang Mai in the past 2 years. The collected data were then analyzed employing
second order confirmatory factor analysis. The findings revealed that there were five underlying

factors in customer-based brand equity of resorts in Chiang Mai which were in accordance with
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Aaker’s Brand Equity Theory. These factors were, respectively in order of their relative effects,

1) Brand Awareness 2) Brand Associations 3) Brand Perceived Value 4) Other Proprietary Brand

Equity and 5) Brand Loyalty.

Keywords: Brand equity, Brand equity scale, Confirmatory factor analysis, Resorts
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Equity) BE23. SapsnlasusnstanisAndendulsusuuuyidl  0.744 | 20.467 | 0.554
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