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Abstract

This study aimed to investigate the Corporate Social Responsibility (CSR) strategy
Influencing brand equity creation of Amway (Thailand) Co., Ltd.. The purposive sampling
method was used to collect the sample of 400 respondents. The research tool was the
questionnaire. The statistics for data analysis included percentage, mean, standard deviation
and multiple regression analysis. The hypothesis testing revealed that the CSR strategy
influenced brand equity creation of Amway (Thailand) Company Limited were attribute, value,

benefit and personality.
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