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Brand Equity affects the Loyalty Retention of Blackmore Supplements
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Abstract

The objectives of this study were to survey about consumers’ perception towards
Blackmore supplements, regarding the brand value and brand loyalty. A sample of 400 cases was
drawn from individuals who have consumed Blackmore supplements, using the simple purposive
sampling method. A closed ended questionnaire was used to collect data with the reliability test
result of 0.863. Content validity was established through qualitative reviews from experts. The
statistical methods were categorized into descriptive means such as percentage, average, and
standard deviation. In statistical significance testing, the influential statistics method was
statistically significant at the level of 0.05, and achieved through multiple regression analysis. The

result of this study found that the majority of respondents were female white-collar workers



aged between 26-30, with a Bachelor’s degree, and single. The average monthly income is
between 15,001-25,000 baht. The result revealed that consumers in Bangkok are highly
concerned about brand equity such as brand awareness, brand associations, and perceived
quality of the product, and that these factors significantly affect the loyalty retention of
Blackmore supplements. The study found that significant different of brand equity affect the
loyalty retention of Blackmore supplements and the most is brand associations, followed by
perceived quality and brand awareness. Therefore, brand equity determines the loyalty of

Blackmore supplement consumers in Bangkok.
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