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A comparison on brand equity of the community enterprise between
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Abstract

This study was a comparative study on brand equity of the enterprise community between Yala
and Songkhla province. Objective: to compare the brand equity of community enterprise between Yala
and Songkhla province. The random sampling was conducted by 286 people from accidental sampling.
The instruments were semi-structure interviews and focus group interviews. The statistics that used to
analyses the data were frequency value, percentage and T-Test Compare Paired Differences. The findings
were a5 follows. From the four elements brand equity in the point of view of the consumers that were
the brand awareness, the perceived quality of the brand, the link of the brand loyalty and brand equity.
Both community enterprises in brand equity from the point of views of the consumers were the same for
all dimensions. The suggestions were as follows: 1) to encourage the policy and support the creation and
management of the brand equity seriously and continuously by the sovernment. 2) To the next research
should study on comparison in the point of views of the business community entrapreneur
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