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Abstract

The purpose of this study was to investigate 1.the difference between demographic factors and brand
equity of MINISO in Bangkok metropolitan area 2.the relationship between the marketing mix in consumer
perspective and MINISO brand equity 3.the relationship between the satisfaction towards quality of service and
MINISO brand equity. To evaluate hypotheses, data collection was carried out through surveying 400 MINISO
customers from 36 branches across Bangkok. The research instrument is questionnaires. Statistic used for
data analysis include percentage, mean, standard deviation, t-test, One Way ANOVA and Pearson Product
Moment Correlation Coefficient.

The researcher found that the majority of consumers in the sample population were unmarried women
aged between 25-34 years old and having an undergraduate (bachelor’s) degree. They were mostly employees
in privately-owned companies, who earned 25,001- 35,000 baht monthly. Results revealed that the marketing
mix in consumer perspective, i. e., including consumer wants and needs, consumer’s cost to satisfy,
convenience to buy, and communication, were moderately related to MINISO brand equity of Bangkokian
consumers in terms of brand awareness but had a small positive influence on perceived quality, brand
associations, and brand loyalty. In addition, the findings showed that the satisfaction towards quality of service,
including tangibles, reliability, responsiveness, assurance and empathy, related to MINISO brand equity. It was
found that the perceived quality of service plays a moderate role in brand awareness and perceived quality
while having a positive and a low level on brand associations and brand loyalty.

Keywords: Marketing mix in consumer perspective, Satisfaction towards quality of service, Brand equity
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