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Enhancing Brand Equity Towards Corporate Social Responsibility:
A Case Study Of Modern Trade In Hatyai, Songkhla Province
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Abstract

The purpose of this research was to develop a structural equation model (SEM) of
customer-based brand equity in the context of modern trade in Hatyai, Songkhla Province.
The sample consisted of 400 cases selected by multi-stages sampling. The five-point Likert
scales questionnaires were used as a research instrument. The reliability of the construct was

0.798-0.941, and 0.644-0.826 for the average variance extracted. The SEM model of had a good

fit with the empirical data (X2 = 160.18, df = 94, CFl = 0.95, RMSEA = 0.048, SRMR = 0.044). The

variables in the model explained 81.27% of variance in customer—based brand equity. The
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integrated marketing communication factors had the highest direct effect on modern trade
brand equity with effect sizes 0.93, while corporate and perceived CSR factors had direct

effected with effected sizes 0.85 and 0.42 at significant level .05 as well.
Keywords: Brand Equity, Corporate Social Responsibility, Modern Trade Business
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