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Abstract

T he objectives of this research were 1) to study Apple's brand
associations that led to brand image, and engagement of Apple online
community members, 2) to compare brand equity, knowledge, awareness,
image and loyalty, 3) to find the factors that affected Apple brand equity of
members and non-members of Apple online community.

The study used 2 methods. The first part was qualitative research
regarding the content analysis to study Apple brand associations and
engagement of its online community members from Apple online
community websites, www.macdd.com and www.freemac.net. The second
part was the quantitative research to study brand equity, knowledge,
awareness, image and loyalty from 400 respondents, which were divided into
2 groups of 200 respondents: the members and non-members of Apple online
community.

The qualitative research revealed that Apple used brand associations
to create brand image such as product and non-product related attributes.
User imagery of modern and creative people and innovative organization

images were featured along with the graphic quality in functional benefits,

sJunung sssumsAnand (urw. m3dsznduiug, gansauing1ds, 2553) naz undTsa AUANYYA
(ue.a. yasnsaluinede) Jegiiudssdiumisdriomansinisd dszimainmsdsenduiug auzilimamans
ynaanseiuminede ’
e ’ 4 a o o A v o ' a v a ¢
unanuiliffudrunilaveainorinutises “a1wf anudnauazquamasdudivesaundngurusoulauss
v ]
asduduerifla” vos Sunund sssuwsinant Taell daemansiesd as.unissa dudnana Wuernsdiliauinniinug
Feldsumsisuiiiumamsasuineniinut luszdudng seamaninmsdsznduius Uszdilnsdo 2553



entertainment experience and symbolic benefits from
the products. Also, the members of Apple online
community had the sense of community and active
engagement such as online interactions that showed

relationship between the brand and customers. The
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quantitative research statistically showed that Apple
online community members had more brand equity,
knowledge, awareness, image and loyalty than the non-
members. Lastly, brand image was the most influential

factor to Apple brand equity.
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