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Abstract

This study aimed to 1) examine customers’ perceptions of customer-based brand equity components of
Rimping Supermarket, Chiang Mai Province 2) investigate the levels of customers’ service usage intentions, and
3) analyze the influence of brand equity components on service usage intention among consumers in Chiang Mai
Province. The study focused on brand equity at the supermarket brand level rather than the brand equity of
individual products sold within the stores. A quantitative research approach was employed. Data were collected
from 400 customers who had experience using services at local supermarkets in Chiang Mai Province using a
structured questionnaire. The data were analyzed using descriptive statistics and multiple regression analysis. The
results indicated that customers’ overall perception of local supermarket brand equity was at a high level, and
their service usage intention was also high. The regression analysis revealed that brand awareness, perceived
quality, and brand associations had a significant positive effect on service usage intention, whereas brand loyalty
did not have a statistically significant effect. The proposed model explained 52.2 percent of the variance in service
usage intention. These findings suggest that in highly competitive local supermarket markets sectors, managers
should emphasize building brand awareness, communicate perceived quality, and create meaningful brand

associations aligned with customer experiences, rather than relying solely on attitudinal brand loyalty.

Keywords: brand equity, Rimping Supermarket, service usage intention
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