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RESEARCH ARTICLE

Factors Related to Building Green Brand Equity of Electronic

Products in Thailand

Chanida Pechyiam'

Pensri Jaroenwanit

Abstract

This study aims to investigate factors related to green brand equity
of electronic products in Thailand. There are 4 factors in this study, which are
brand image, perceived value, trust and loyalty. The opinion of consumers
who had had the experience of purchasing electronic products with green
labeling of 1,000 people in the main area of each region; Bangkok, Khon
Kaen, Chiang Mai or Songkhla Province. A survey was conducted using
questionnaires to collect data. The data collected were analyzed using
descriptive and inferential statistics. Pearson product-moment correlation
coefficient was used to test the hypotheses.

The results revealed that consumer’'s opinion about electronic
products with green labeling on brand image is at a good level. Additionally,
perceived value, trust, loyalty and green brand equity are all at high levels.
According to testing of hypotheses, the results showed that all 4 factors have

a positive relation to green brand equity, with statistical significance at 0.01
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level. Therefore, enterprises should use green marketing strategies to
determine their market position by creating brand elements which can

communicate to a brand that cares about the environment.

Keywords: green brand equity, green marketing, electronic products
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