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Abstract

This research aims to study. 1) The level of opinion on the brand image of
Consumers in Nonthaburi Province. 2 ) The level of opinion on the brand value of
Consumers in Nonthaburi Province. 3) The level of opinion on the loyalty in Imported
Cosmetic Brands of Consumers in Nonthaburi Province. 4) The relationship between the
brand image and the loyalty in Brands of Consumers in Nonthaburi Province. and 5) The
relationship between the brand value and the loyalty in Imported Cosmetic Brands of
Consumers in Nonthaburi Province. This research adopted questionnaires as a research
tool. The samples was 385 people who bought imported cosmetics from abroad lived in
Nonthaburi. The statistics used were frequency, percentages, mean, standard deviation
and coefficients.

The results of the research showed that the most of consumers were female,
aged 21 - 30 years old, had a bachelor’s degree, private company employee, marital
status, having monthly income 15,000 — 25,000 baht. The overall of the brand image was
at high level. The overall of the brand value was at high level. The overall of the loyalty
in the brand was at high level. According to the hypothesis test, it was the brand image
were high level related with the loyalty in the brand, there was statically significant .01
and It was the brand value were high level related with the loyalty in the brand, there

was statically significant .01

Keywords: brand image; brand value; loyalty in the brand; cosmetics imported from

abroad
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