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Abstract

In business operation, it is important to stimulate consumer’s
acceptance of the product value, qualification, and brand. More importantly,
when a product is certified by governmental and private authorized
organizations and logos of those organizations are given, it results in
consumer’s acceptance for the brand equity in addition to the qualification
of the product itself. As a result, giving the brand equity is an indicator
indicating the image and unique to the consumer’s perception and experience.
Like other certification, OTOP (One Tambon One Product: OTOP) is another
admirable logo showing the standard and quality of the product, the
development and intension of the producer to offer consumer qualified
and good quality products. The customers play important role in perceiving
and passing the value of a particular brand to customers. This results in
impression, buying behavior change, and recurring purchase which finally

leads to brand loyalty.

Keywords: Brand equity, Logo, Image, OTOP (One Tambon One Product: OTOP)
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