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Branding is an important marketing strategy for imported cosmetic industry
having a high competition to gain the market share. This study aims to investigate the
brand image level, the brand equity level, the brand loyalty level of the customers,
and the relationships between brand image, brand equity and brand loyalty of
imported cosmetic in Maung district, Surat Thani province. Data were collected from
385 customers by applying nonprobability sampling-convenience sampling. The
reliability coefficient (Cronbach’s Alpha) of brand image, equity and loyalty were 0.96,
0.92 and 0.95, respectively. Data were analyzed by using frequency, percentage,
mean, standard deviation, and spearman rank correlation coefficient.

The study found that the overall brand image level was at high level. While,
all components of brand image including attributes, culture, benefits, personality,
value, country of origin and user were at high level. The overall brand equity level
was at high level. While, all components of brand equity including brand awareness,
brand associations and perceived quality were at high level. In the case of overall
brand loyalty level, it was at high level. The all components of brand loyalty
including satisfaction, words of mouth communications, purchase intention, repeated
purchase and price sensitivity were at high level. The study also found that there are
high relationships between brand image and brand loyalty as well as brand equity

and brand loyalty with a significance level of 0.01. The important recommendations



for cosmetic businesses are promoting the brand image, increasing employee’s
knowledge and skills and setting appropriate price of the brand image in order to
attract customers, increase sales, expand customer numbers, as well as enhance

brand loyalty in the long term.
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