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Influencing of Brand Attributes and Brand Image on Brand Equity

for SME

Dr. Anuchit Sirikit*

Abstract

The existing research of brand equity has been essentially focused on the roles of brand
attribute and brand image especially the dimensions of brand equity such as brand loyalty, brand
awareness, perceived quality, and brand association because they summarize consumers' knowledge
and experiences, guiding their subsequent actions. In this context, the shifting emphasis to relational
marketing has devoted a lot of effort to analyze how other constructs such as predict brand equity.
The fact that this effort is especially lacking in the brand-consumer relationship moves to focus on
analyzing the relationships existing among thesc concepts. Research methodology consisted of
cocfficient analysis with a sample of 400 SME buyers. The results obtained suggest the key role of
brand equity as a variable that continue communication brand for maintain brand healthy increase top
of mind to brand as well as brand recall, enhance product development and distribution channel,

sensory brand as well.
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