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ABSTRACT

The purpose of this research was to study the recognition of brand equity among generation Z
consumers of Kasikorn Bank in Chiang Mai and to compare the different aspects of recognition of brand
equity, according to their personal factors. This research is quantitative research. The population in this
study is 400 generation Z consumers in Chiang Mai. Survey questionnaires are used for data collection
and the statistics used in the analysis are frequency, percentage, mean, standard deviation, T-test, One-
way ANOVA and Least Significant Difference (LSD) Test.

The results of this research show that most of the respondents were female students, aged 19-21
years who has income less than 10,000 baht per month. This group of generation Z customers in Chiang
Mai has high level of recognitions for brand equity of Kasikorn Bank. After considering different aspects
of recognition, they are all found to have high level. The highest level of recognition is the recognition of
quality of the brand and then brand awareness, brand connections and brand loyalty respectively.

The data analysis verifies the research hypothesis that there is no significant difference in brand
equity recognition when gender career and monthly income of Generation Z consumers are compared.
However, the researcher found a significant difference in brand equity recognition when age, education

level are compared.
Keywords: Brand Equity, Kasikorn Bank, Generation Z Consumers
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