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The objectives of this survey study were twofold: (1) to measure consumer-
based brand equity in service business by developing a new method which used brand
knowledge and percepticn of service quality as components, and (2) to examine the
reiationship between service brand equity and the marketing response factors.
Questionnaires were used to collect data frcm 400 men and women aged 20-45 years
old in Bangkok. Fast food restaurant was chosen as the representative of the tangible
aciion service while mabile network provider was chosen as the representative of the

intangible action service.

The findings illustrated that, in the fast food restaurant, KFC had higher equity
score than Chester Grills. For the mobile network provider, AlS had higher equity score
than TAC. As empirically tested, each brand's equity score was significantly different
from others. In addition, the KFC and AlS’s brand equity scores were significantly and
positively correlated with all of the marketing response factors of their own brands, and
were significantly comrelated with the same factors of the other brands at the lower ievel.
Besides, the overall tests proved that service brand equity measure developed in the

current study was reliable and valid.





