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Abstract

The purpose of this study was to study effects of brand management on marketing

competitiveness of cosmetics businesses in Thailand by collecting data from 112 Thai cosmetics

Businesses from marketing executives and a questionnaire as an instrument. The statistical techniques

used for analyzing the collected data were multiple correlation analysis and multiple regression 

analysis. Findings revealed a positive relationship between a brand perceived quality and strategic

pricing, as a brand management, and the marketing competitiveness of cosmetics businesses in 

Thailand. Therefore; marketing executives of cosmetics businesses should emphasize, focus on and 

support about brand management, the brand perceived quality, and the strategic pricing. In this 

regard, customers’ product value appreciation would then occur if they had been well informed of the 

creditability and working effectiveness of the products. In this respect, the awareness of brand quality

would be considerably important to the customers’ perceptions. It is regarded as a key factor to set 

the clear price of the products in order to enhance the marketing competitive competency among

those in cosmetic businesses or those interested business groups to use this brand quality awareness

to further develop their marking activities in the future.
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Sanchez – Franco. 2005 : 43 - 46)

(Marketing Competitiveness) 

( , 2549 : 18)

( , 2547 : 40-42) 

(Cosmetics Business)

2.5 1

1.5 . . 2559 10

( , 2559 : )

( , 2559 :



267 

4

2.

1

2.1 (Brand Management)
2.1.1

(Villarejo - Ramos & Sanchez –

Franco, 2005 : 43-46) 

2.1.1.1 (Brand Perceived Quality)

2.2.1.2 (Brand Positioning)

(XBM)

1) (PQ)
2) (BP)
3) (SP)

(YMC)  
(PD)

2) (IT)

3) (RD)

4) (MS)

5) (MP)
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2.2.1.3 (Strategic Pricing) 

  
 

2.2 (Marketing Competitiveness)
2.2.1  

 
 

 (  , 2547 :

40-42) 

2.2.1.1 (Product Differentiation)  
  

    
 

2.2.1.2 (Innovation)   
 

   
  

 
2.2.1.3 (Research and Development)  

  
 

2.2.1.4 (Marketing Strategy)  
   

    
 

     2.2.1.5 (Product and Market Penetration)
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3.
3.1

 (Population)  
    9,771 ( , 2559 : )

(Questionnaire)
  400    (Stratified

Sampling) 112   
 28.00 Aaker, Kumar, and Day (2001)

 20

60   
4   4 2559

3.2

3 12  
1)  4  

2)  
4  

  
3) 4

 

      5   20

1)  4  

   
2) 4
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3)
4  

  
 

4)  4  

 

5) 4  
    

 

                  3.3

 
 

(Reliability) (Alpha Coefficient) (Cronbach)

0.620 – 0.824

0.890 – 0.926  Nunnally and Berstein (1994)  
0.70

  
(Discriminant  Power) Item – total Correlation  (r)

 0.441 – 0.935  (r)  0.794 – 0.961

Nunnally (1987 : 12)  0.40

 
3.4  

            (Multiple Correlation Analysis)

 (Multiple Regression Analysis)

 
YMC = 0+ 1 PQ + 2BP + 3 SP + 

YMC
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PQ

   BP

   SP

4.  
1 

                
YMC PQ BP SP VIFs

4.26 4.41 4.24 4.13

S.D. 0.58 0.49 0.71 0.56

YMC 0.431* 0.364* 0.250*

PQ 0.494* -0.045* 1.365

BP 0.208* 1.424

SP 1.078

* 0.05

1   Multicollinearity

 Multicollinearity  VIFs  VIFs  
 1.078 – 1.424  10  

Multicollinearity (Black, 2006 : 585)

2

 
t p-value

 ( a ) 0.817 0.568 1.437 0.154

(PQ) 0.447 0.113 3.943* 0.000

 (BP) 0.104 0.080 1.293 0.199

(SP) 0.249 0.088 2.824* 0.006

F  = 13.291    p  = 0.000 Adj R2 = 0.641

* 0.05

2
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