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ABSTRACT

The objectives of this study were twofold: to study brand equities and to compare
target customer-based brand equities of Starbucks and Wawee Coffees in Mueang Chiang Mai
District. In order to complete the study, the Kevin Lane Keller’s theory on Customer-based Brand
Equity was applied.

Research samplings were selected by Multi-stage sampling, of which the first stage
was conducted by the Simple Random Sampling to draw 5 branches of Starbucks and Wawee
Coffees, and followed by the Quota Sampling to equally divide the proportion of research
samplings from these two studied brands. Questionnaires were, then, distributed to 135 customers
of each brand.

The findings of the study on brand equity of Starbucks Coffee suggested that the
majority of respondents were 21 — 25 years old female students, studying in Bachelor’s degree,
earning monthly income of less than 10,000 Baht and using services at Starbucks at less than once
in a week. In their opinion, the top three qualifications of excellent coffee shop should consist of
coffee taste, services from staff and atmosphere of the coffee shop, respectively. Regarding the
opinions on brand equity of Starbucks Coffee, the results were presented in two aspects: Brand
Awareness and Brand Image. In the first aspect, Brand Awareness, the results indicated that
levels of brand recognition and brand recall were ranked at high as they could recognize and
recall to its brand. In the second aspect, Brand Image, the results indicated that levels of

attributes and benefits were ranked at high; however level of attitude was ranked at moderate.



Consequently, it could be concluded that the brand equity of Starbucks Coffee was ranked in
high level in the overall view.

The findings of the study on brand equity of Wawee Coffee suggested that the
majority of respondents were 21 — 25 years old males, holding Bachelor’s degree, earning
monthly income of less than 10,000 Baht, working for personal businesses, and using services at
Wawee Coffee at less than once in a week. In their opinion, the top three qualifications of
excellent coffee shop should consist of atmosphere of coffee shop, coffee taste and the services
from staft, respectively. Regarding the opinions on brand equity of Wawee Coffee, the results
were presented in two aspects: Brand Awareness and Brand Image. In the first aspect, Brand
Awareness, the results indicated that level of brand recognition was ranked at moderate; however
the level of brand recall was ranked at high. In the second aspect, Brand Image, the results
indicated that level of attributes was ranked at high; however levels of benefits and attitudes were
ranked at moderate. Consequently, it could be concluded that the brand equity of Wawee Coffee
was ranked in moderate level in the overall view.

The comparative study as based upon the data from customer of Starbucks Coffee
and Wawee Coffee showed that the majority of Starbucks Coffee customers were female
students; while the majority of Wawee Coffee customers were male workers who ran their own
businesses.

The comparison on target customer-based brand equities of Starbuckss Coffee and
Wawee Coffee suggested that both coffee shops had high level in Brand Awareness aspect; and
without any difference in statistical significance. However, there was the differences in statistical
significance in the aspect of Brand Image, including attributes, benefits, and attitudes. The
studying results indicated that the brand equity of Starbucks Coffee, especially in the Image
dimension, was higher than Wawee Coffee’s. Consequently, it could be summarized that the

brand equity of Starbucks Coffee was higher than Wawee Coffee in Mueang Chiang Mai District.



