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ABSTRACT

This objective of this study was to investigate consumer perception towards
brand value through brand identity on shopping bags in the fashion industry. Clothing and
accessory stores included were JASPAL, AIlZ, CPS CHAPS, CC DOUBLE O and DAPPER.
Data was collected from a questionnaire distributed to 400 respondents, aged 18-35 years old, in
Chiang Mai. Respondents were equal parts male and female.. The selection of samples was a
convenience sampling from the respondents who bought goods in department stores in Chiang
Mai. Results show that consumer perception towards brand value in terms of functional values is
at the high level. For emotional values and self-expressive values, it was found that consumer
perception is at the moderate level.

Regarding the consumer perception of image towards brand identity on the
shopping bags, it was found that functional benefits, symbolic benefits and experiential benefits
were distinguished at the moderate level.

In the study of the relationship, it was found that brand value was statistically
and significantly correlated with the image towards brand identity in terms of benefits on
shopping bags at the moderate level with the level of confidence at 95%. The affected factors in
consumer perception towards brand value were image towards brand identity in terms of

experiential benefits, symbolic benefits and functional benefits, respectively.



