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The purpose of this research were : (1) to study brand equity of global and local
brands of high (Mobile phone) and low (Toothpaste) involvement products, (2) to
examine consumer’s purchase intention of global and local brands, and (3) to study a
correlation of brand equity and consumer’s purchase intention. Questionnaires were

used to collect data from 400 working people aged 20-45 years old in Bangkok.

The results showed that global brands (Nokia and Colgate) had higher equity
scores than local brands (I-mobile and Twin Lotus) in both high (Mobile phone) and low
(Toothpaste) involvement products. Moreover it was found that brand equity had a

positive correlation with consumer’s purchase intention at significant level at 0.05.
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Rank Brand Brand Value
($Millions)
1 Coca-Cola 67,394
2 Microsoft 61,372
3 IBM 53,791
4 GE 44111
5 Intel 33,499
6 Disney 27,113
7 McDonald'’s 25,001
8 Nokia 24,041
9 Toyota 22,673
10 Marlboro 22,128

11 : The 100 Top Brands: Here’s how we calculate the power in a name. Retrieved

December 20, 2004, from http://www.businessweek.com
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Ann: Aaker, D. A. (1996). Building strong brands. New York, NY: Free Press, p. 86.
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dimensions)

-What is it?
-What is it for?

-What does it do?

-How is it better?

-How is it different?

Essence

-How do people feel
about it?

- Do they like/respect it

User Imagery

-What does the

company stand for?

11 Randall, G. (2000). Branding. London, UK: Kogan Page Limited, p. 7.
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UWAHUNNA 2.3 gﬂLL‘l_l‘le'a"J'NLLNuL’ﬂnﬁ'ﬂmﬁm"’lauﬁ"\ (Brand identity planning model)

STRATEGIC BRAND ANALYSIS

Customer Analysis Competitor Analysis Self-Analysis

» Trends » Brand image/identity * Existing brand image
» Motivation « Strengths, strategies * Brand heritage

* Unmet needs * Vulnerabilities « Strengths/capabilities
» Segmentation » Organization values

BRAND IDENTITY SYSTEM
BRAND IDENTITY

Extended

Brand as Brand as Brand as Brand as
Product Organization Person Symbol
1. Product 7. Organization 9. Personality 11.Visual
scope attributes (e.g., (e.g., genuine, Imagery
2. Product innovation, energetic, rugged)  and
attributes consumer concern, 10. Brand-customer metaphors
3. Quality/value trustworthiness) relationships 12.Brand
4. Uses 8. Local vs. global (e.g., friend, heritage
5. Users adviser)
6. Country of Origin
\ 4 \ 4
VALUE PROPROSITION CREDIBILITY
* Functional  « Emotional < Self-expressive *Support other brands
benefits benefits benefits
4 \ 4

BRAND-CUSTOMER RELATIONSHIP

\ 4
BRAND IDENTITY IMPLEMENTATION; SYSTEM

BRAND POSITION
* Subset of the brand identity and  To be actively communicated

value propaosition + Providing competitive advantage
» At a target audience

EXECUTION
* Generate alternatives * Symbols and metaphors * Testing

A 4
TRACKING

finn:  Aaker, D. A. (1996). Building strong brands. New York, NY: Free Press, p. 79.
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(User imagery) uwiaanitiinuesduan (Country of origin) An9idenleNaeAng
(Organizational associations) YAANAINATIALAT (Brand personality) AANNANRUE
FeUdNATAUANTLELTINA (Brand-customer relationships) &tyansal (Symbols)
raLlsyleminiesnuansunl (Emotional benefits) kaznalszlaaiinissunaugiilazes

Y a

fus AL ldAuAN T (Self-expressive benefits) (@LLNumWﬁ 2.4)

a

LHUANNT 2.4  asAlsznauuadnsI@uan

BRAND

Organizational Brand Personality

Associations

Country of PRODUCT Symbols
Scope
Attributes

Quality

Origin

Users

Brand-

Customer

Relationships

Self-Expressive Emotional

Benefits Benefits

P Aaker, D. A. (1996). Building strong brands. London, UK: Free Press, p. 74.



ANLUIAAFINGID Aaker (1996) 1H1iNNTEIUR9 FD8UFALTININAFY (Saturn) Wl

o 1 o LS a 4 o ] dsj
AR NURILBNANWUATIAUAN mmiﬂu

WHUARA 1 lanAnElRAgIRUAIIRITOEUALEINLASY (A Saturn Brand Identity)

wnuaasanansal (Core Identity)

AN (Quality): 308uAiARANINIEALTAN
(A world-class car)
ANANIUE (Relationship): ALAGNANAILAIINLANTNIAZIATNIN

(Treat customers with respect and as a friend)

lanansninuengaanby (Extended Identity)

YOULIAYENAUAT (Product scope): SN8UATLIANZAAFALEIBLNTNN
(U.S. subcompact)
iszannisallunisme (Retail experience): laifiusanasuannguaa Innslidays
wnignen LWARIILgNAT kazlauauIeduA U A WLAL
(No pressure; informative, friendly; no-haggle pricing)
alauny (Slogan): LAEMALANAN T08UFTILANFNG
(A different kind of company, a different kind of car)
UAANAIN.(Personality): 2819 JANAAKATAUNAWIY AaRunazindede dannuy
yjnann enTualR waziiEanden ileAuesTy
(Thoughtful-and friendly, down-to-earth-and reliable, but also
youthful, humorous, and lively; thoroughly American)
f?ﬁi‘fuﬁvzyfyﬁwmi/vu”nmuiun’m/ﬁu”ﬁmu (Committed employees)
AINANINANATENGNAT (Loyal users)

o Ly o ]

I5991uALI3 @ad (Spring Hill plant): ATUANHIIBINAIULNNIININIUTBIAL

7

ALBTUN AT LTINS

(A symbol of Saturn’s U.S. workforce)
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TALAUANINAIUANAT (Value Proposition)

AnuLlseTaminieaIunis1499u (Functional benefits): sneupRnN N IALsEneln
Uszaunsallunsteiiiinela fidnsaduayuiiduinsuacs
LE‘I‘HN (A quality economy car; a pleasant buying experience;
excellence, friendly service backup)
pnutls=Teminneduensunl (Emotional benefits): Spnsnaniialuniailusadi
NARlLLsENARIEN TR ARSI TN SR FurfL
FaUNUAIULE
(Pride in-a U.S.-made car; friend relationship with Saturn and
dealer)
AndtlseTamivamaauiludaedsatey (Self-expressive benefits): NN3LTUAN0990
wanL ieueniepadiduaulszudn Anmu aynauiu uazd
W ladumingns
(Owning a Saturn identifies a person as frugal, down-to-earth,
fun,
and young at heart)

o

ANMNANNUS (Relationship)

o

anAlAFuNNIRUARIEANNIANTNLATIAINN (Customers are treated with

respect and as-a friend)

AN Aaker, D. A. (1996). Building strong brands. New York, NY: Free Press, p. 89.
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WHWNNT 2.5: aUas5A129n1585719A518UAY (Why Is It Hard to Build Brands?)

1. Pressure to
Compete on
Price

2. Proliferation
of Competitors

8. Short-Term
Pressures

3. Fragmenting
Markets&Media

7. Pressure to
Invest
Elsewhere

BUILDING
BRANDS

4. Fragmenting
Markets&Media

6. Bias Against
Innovation

5. Bias Toward
Changing
Strategies

111: Aaker, D. A. (1996). Building strong brands. New York, NY: Free Press, p. 27.
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WHUAINT 2.6: SULLUADINARIAUAIATIAUAT (A model of brand equity

outcomes)

Brand
Advertising » Brand Sales
Brand Age
Number of Brand o Market
Competitors > Reputation Share

Brand
Familiarity

Relative

Brand

. Price
Uniqueness

#i1: Chaudhuri, A. (2002). How brand reputation the advertising-brand equity
link. Journal of Advertising Research, p.33.
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WHUNNT 2.8: AANIBIATIAUAN A5 19ARA LINURUATLAReLs (How brand

Brand

Equity

equity generates value)

Brand

Loyalty

Brand

Awareness

® Reduced Marketing
Costs

® Trade-Leverage

® Attracting New
Customers
- Create Awareness
- Reassurance

® Time to Respond to
Competitive Threats

Perceived

Quality

) 4

® Anchaor to Which
Other Associations
Can be Attached

® Familiarity-Liking

® Signal of
Substance/
Commitment

Brand

Association

® Reason-to-Buy

® Differentiate/
Position

® Price

® Channel Member
Interest

® Exiensions

Other
Proprietary
Brand
Assets

® Help
Process/Retrieve
Information

® Reason-to-Buy

® Creative Positive
Attitude/Feeling

® Competitive
Advantane

A 4

® Provides Value to

Customer by

Enhancing

Customer’s:

- Interpretation/
Processing of
Information

- Confidence in the
Purchase Decision

- User Satisfaction

® Provides Value to Firm

by Enhancing

- Efficiency and
Effectiveness of
Marketing Programs

- Brand Loyalty

- Price/Margins

- Brand Extensions

- Trade Leverage

- Competitive
Advantaae

N Aaker, D. A. (1996). Building strong brands. New York, NY: Free Press, p. 12.
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WHUATINT 2.9: AMNANARABATIAUAT (Brand loyalty)

BRAND LOYALTY

uwowu

Considers the brand a friend

. 4
“WOW”
Dissatisfied Loyal Satisfied
Dissatisfied Loyal Satisfied (Loyalty Suspect)
(Disloyal) Committed to May, or may not purchase

future purchases again

A Knapp, D. E. (2000). The brand mindset. New York, NY: McGraw-Hill, p.16.
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WHUANT 2.10 TsrRnuainangdng (The loyalty pyramid)

Committed
Buyer

Likes the Brand —
Considers it a Friend

Satisfied Buyer
With Switching Costs

Satisfied/Habitual Buyer
No Reason.to. Change

Switchers/Price Sensitive
Indifferent — No Brand Loyalty

=)
2°
=

Aaker, D. A. (1991). Managing brand equity: Capitalizing on the value of a

brand name. New York: Free Press, p. 40.
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Global brand Assigned
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. creating cross-
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Effective Global
Brand
Management

Sharing of insights
and best practices
across countries

System to create
brand-building
prilliance
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(Consumer behavior, Involvement and Consumer decision-making)
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model of the consumer buying process)
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and control. (9m Ed.). Upper Saddle River, NJ : Prentice-Hall, p. 192.
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WHUMNT 2.17: Uszinnng 4 Ussianaaswgminssugusina (Four types of consumer

behavior)

HIGH INVOLVEMENT

LOW INVOLVEMENT

DECISION PROCESS

DECISION PROCESS

DECISION Complex Decision Making Limited Decision Making

HIERARCHY OF EFFECTS HIERARCHY OF EFFECTS
MAKING Beliefs Beliefs

Evaluation Behavior

Behavior Evaluation

THEORY THEORY

Cognitive Learning Passive Learning

DECISION PROCESS DECISION PROCESS
HABIT Brand Loyalty Inertia

HIERARCHY OF EFFECTS HIERARCHY OF EFFECTS

(Beliefs) Beliefs

(Evaluation) Behavior

Behavior (Evaluation)

THEORY THEORY

Instrumental Conditioning

Classical Conditioning

N : Assael, H. (1998). Consumer behavior and marketing action. (6th ed.). Cincinnati,

OH : South-Western, p. 149.
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LWHUNINA 2.18; SLALABINGANTTNNITARALLATR (Continuum of buying decision

behavior)

ROUTINE RESPONSE BEHAVIOR LIMITED PROBLEM SOLVING EXTENSIVE PROBLEM SOLVING

A 4

\ 4

Low-Cost Products More Expensive Products

\ 4

Frequent Purchasing Infrequent Purchasing

v

Low Consumer Involvement High Consumer Involvement

v

Familiar Product Class and Brands Unfamiliar Product Class

v

and Brands

v

Little Thought, Search, or Time Extensive Thought, Search,

Given to Purchase and Time Given to Purchase

11 : Solomon, M. R. (2002). Consumer behavior: buying, having, and being. (5" Ed.).
Upper Saddle River, NJ : Prentice-Hall, p. 258.
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T w.a. 2547
1 Tufe 30.9%
2 fRN 13.8%
3 Tulmlsan 13.4%
4 TG 7.6%
5 Laaa 6.7%
6 Tai-a5nd 6.4 %

fun: www.marketeermag.com
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AN5197 3.4 AAIAY AN UR D lH N IRIRUANLSELANTINT AN LARDUN
1 W.A.2546 (Mg ‘000 LIN)

AR AINAWAN 1l 2546
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7 Ta-Tuune 41,031

ANN: 13ENAaNT wilTAA a7fm (MDR Pacific)
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nsdniinaaunngninfadluduaim 1 0v 350 A Aetflufaasy 88.8 InadAzuuLgINTY 3
fusuan 1,131 avuuu lwaneh le-luune iuinsdniiaaeuna lasunistindadudusm

1370 2 A AnfluFeaay 4.3 wasiAZIUUIINTN 3 SUAL AB 66 ATLUU (AANIN7 4.7)

I o 1

dqj v KX K a $ 2 d. 1 o 1 o 1 dl = =
UaNINU ﬂﬂNlﬂ']‘lﬂil’]\‘i?;lﬁuﬂﬂ\iﬁ]?’]@uﬂ’]’ﬂu"lLﬁuﬂu (R BN Tulmlsan Tod T Laaa

9

waznun A R

ANS19N 4.7 WAAIINUIULASS AR UDINISTLANDIIASIAUAN INTANNLARDUN

ASIAUAT  BNDNtUAUAL1  Unatluauan?  Unaulludusus  AzuuusIN*

TyiAel 350 37 7 1,131
(Gagaz) (88.8) (9.4) (1.8)

la-Tuwng 2 16 28 66
(3ae1a) (4.3) (34.8) (60.9)

WG AUALN 116 3 Azl EUAUN 2 16 2 Azuuw, auALN 3 15 1 Az

mMsamdnla (Recognition)

o 6

Tun1smeaaaunisanan lfaengusicetsnlsdediyanening@udn (Logo) 184

%

AuAndszinninaAwiiiadaun wuan nguenatiNaNnsnananATyANEIngA&uAT (Logo)
yasinsdniipaaunlunald aauau 377 au Andludesas 94.3 daulnsdnsiiadaauiile-Tu
UNE1U NguFnat WaAINIInARI A ANHRIRINAWAN (Logo) 18 a1uau 322 Au Aniilufas

Az 80.5 Aaeazlaein i3I 4.8



a o ¥ o a s o = a
ANFINN 4.8 LLAAIAINUIULALTRURLUBRINIGA mm‘lﬁlumsﬂﬂu‘iweﬁwmﬂafauw

ASIRUA Ana LA anabile
Tuinel 377 23
(Goaay) (94.3) (5.8)
la-Tuune 322 78
(Goaay) (80.5) (19.5)

andnu

annistlszanadaudanisinunisnssingluns&uAivesdudilssinmandiu

WU Nangaelusasialilil

n15szanta (Recall)

=K =K

dl 4 1 o 1 = v al 1 =l dl = XK
LN@I‘MﬂZEN[Fl'l@il’]\iuﬂﬂﬂﬂuﬂWﬂﬁ‘&LﬂVlEl’mﬁu NI ﬂﬂ@LﬂmLﬂuﬂW@ﬁuWQﬂuﬂﬂﬂ

1 v
a

UFUAUN 1 D9 210 AU AATURsaY 57.7 TASRAZIULIINGTG 3 fUFLAS 892 AL

1
| o A

Turnuznendiunaniiag 185Un19inDadluaduaun 1 auau 24 Al Aaludasay 14.7 uay

a

i
=

v %
HAZUUUIINTI 3 AU AD 256 AZILL (ARN3197 4.9) WANAINT NgNAatNgatlindemeN

a v A 1 o ! ool v I3 a = 5 P v
AuANRU U 11U A3A, Tnadn, Teav, Walaasa, alunesu wazwilsneuuind usu

A5 4.9 LAAIFIUIULRALS DURLURINITTTANDIATIAU AN ANY

ASIAUAY  BnowtuauAL1  Unauiluaust?  Snaelususus  AzuuusIN*

ARALNR 210 108 46 892
(Geaay) (57.7) (29.7) (12.6)
ABNLAA 24 45 94 256
(ae1a) (14.7) (27.6) (57.7)

wnneie - Audui 1 16 3 Azuuu duaun 2 16 2 Azuun Suium 3 16 1 avuuu



n1samanle (Recognition)

luﬂﬂiwmmfaurm@mfiﬂﬁmmn@;mﬁq@mqﬁﬁrﬁiﬂ fryaneningAuAn (Logo) 184
AuAntszinmenaii wudn ngusetinsaNnanandnyanEningAuAn (Logo) 199813
WuARALNG A11aU 393 AL AnLTuTasay 98.3 zdf;um'ﬁﬁumﬂﬁq@'ﬁu NANAIDLNIAINITE
apanduan=nina&uAn (Logo) 18 anuau 388 Au Antlufesas 97 Aemaazianlunng

1
=

Nn4.10

AN519N 4.10 WAAIANUIUBALSDLASURINITAAAN LA LUATIRUAILNANY

AS1AUAN A} LA ananlule
ARRNLNE 393 7
(Goaay) (98.3) (1.8)
ABNLAA 388 12
(Goaay) (97.0) (3.0)

2. AN aNIEINUASIAUAT (Brand association)

ANTeaNleNiUATIAUAT (Brand association) AR N13idaN i 1e9&Isneiumne
a v o v a o/ -ﬂl o a ¥ 2’/
AuAn AN 1295 LsINA (Aaker, 1991) Tnelun1sdnpauimanleaiuns @AY
nlaanslidislnanansaauAawiuizanuianidenatnsndudi aeldaniu
Uaneiiln (Open-ended question) wazlfvinnsdnunanuylunisassia uazlimzuuulu

1 A di a a nﬂl a

3 dau Ae-AN@eN e lmLan Inadaziug +1 AINTaN I LUTNAL -1 AZLWL LAY
pomimaN teniiunans (ifuianizast) 8 0 azunu taeldgaesia (Coders) aunu 3
A lunnsdnunanuyuar WaziuwanAseun i TedeninismeasuAlANTasiuaes
a9s9a (Intercoder reliability) AMNA8N19984 Perreault waz Leigh (1989) WuNHszALIAINM

nsiuefassialududssinnendiu 0.76



TnsAnLARBUN

ANN191r i8N 9A LA N AN e NAUAIN A UAN IR UAN T ZAN
Tnsdnwiiadaui wudn uannsdaaninaglsan madwiimaeunluneiu daAeasues
dl o a v 1 o 1 = dl o a v a a

ANITaN TN UMTIAUAN 0.45 NndNFIat 1vEANTaN e un T AuA T e Twdauan

AU 184 AU AnTluatay 47.7 Tangusdaatingaziindie Anuviuae nguen Autianld

[t

gtnssaneey nunu Taudte wazaninng Wudiu douaoudanlaei lifluuaniise

A o

au Januau 193 Au AnluFaaas 50.0 daulunjaziinde nednwsiiadaun sladuiu fa N

a

©

ARELENNg waznnsdeans s uazludiuzesnanuidanlaqlwaniu 899uiu 9 Ay
Anlufasay 2.3 Tnadounnnaziinds Medwilaaauiindsaunws wanuiuties sziin
wazAUNWlHaNTLI AN s

Tz nadniipaaud la-Tuunenil dAaeasaadaiuimanleeiuasaudn 0.13
dI 1 1 dl dl [ I o 1 = d’ a [
mdoulunlaoumenlasiiiunany nanadetwiANTaN e luEwIN 41U 79 AU

] ]
cala o =

a 1% dl 1 o 1 R K o a |
AaluFanay 22.1 INNQNAIBEINATUNDN NIANNANBNLININA AntaLlEeas AN

Tnad gnsadnin wazsadsendn Wudiu dowpannmanlasniiifuuaniisean Hauau

1
a o o

249 au AsduFasas 69.6 Tnadaulvnjaziinis Madnwiiiaaaud sanlsdeuazinedden

Y a o o . tﬂl [~ % 1 dl a :l/ a
AU LT Aadnes | wazn9fedns iusu asludousesaniaenlesludeaniiy 8
AU 30 Au AnuFatar 8.4 Tnadauninazing Wlumsdwilaaaunngniautias u1

“ vy S mowe 2wy <
qntiuresnuedsling wwnwmesetlaliuim uazamuninlain s (gansen 4.11)

AN5197 4.11 WAAIATUIU SRURS LAZANLRALUAIAMNNTANTLINUATIRUAIINTANN
= P
LARDUN

AMNLTANTEANLASIRUAN

2 v = = 4 oA oA
ATIALAN ANNITaN e ANITANTEN ANNITaNTES EEN ATLRAE ATLLIENLLLY

lwdewan Twssdudunane Tudeau NIMTFIU
(+1) (0) (-1)
TNy 184 193 9 386 0.45 0.54
(Fouaz) (47.7) (50.0) (2.3) (100)
Ta-Tuung 79 249 30 358 0.13 0.53

(Goaay) (22.1) (69.6) (8.4) (100)




adNu

aNN1919rH2aF LN I9AUAN N AN e NAUANAUA IR UAN s A NN AN

1 % I ]

! v
Wu9N uanNsRAEaNnnagUlsdn nqustatedaulnnjarianndenleaiunsAuAme 2

q

a v a dl al ZJ/ a dl dl o
paAuAlwTsuan (Ae19197 4.12) Ingen@iuneainmtiu HAneasaeanudon iy

a ¥ I o ] = dl o a v a o
AINAUAN 0.49 NquFnat Wi aNTanTasiunAuAIAsanAlWEIL9N A11IU 196 AU
AnfluFanas 49.9 Fanguanetieazinis Wulds Wuarenn Auatanls nduven Ay
Henld uazaumalaandu usiu doumuisenlosildifluuanvzeay 88 uau 197 AY
AnfluFasay 50.1daulunjaziinde 1@y Wernda99 fa C Wi uaz@uns udu uazlu
] di a Zj/ = 1 o ] = dll o a %
dnuaaspannmiman e ludattiu inguaaetnsaulafinonudeslasiunsdgudiaaains

T TasLAs)

3 1
a =

Twnuznendiupaniiarul HARagIa9ANNIEaN e UATIAUAY 0.11 Tadau

a

~ =

Tnnjfimnuimanlasiiilunais ngueanatinadmu@an e lwaauan a1uau 57 A Anl

o = P o ; < = o % A o = v
R8T 14.5 sﬁﬂﬂ@qﬂmqﬁﬂﬂq\‘i@gﬁuﬂﬂ\? PILLEI A Nﬁl’)ﬂ’]@ﬁdiﬂWﬁfm ?ﬂ‘]&l’qiﬁ\ﬂL‘VN‘ﬂﬂ‘l@I HANHUNBN

q

WAIILAATY (U daumanudan e ldifluinnuzaat Ha0uau 324 Ay AsLludasay

82.4 Insdaulunazinde an@nuayulng anmna ann Naesdidan uazdtydansnineniiog

a

s nazludauresmnudenlaaludaasti 8anuau 12 au Antudasay 3.1 1as

) = = Ay @ Aa P | a = a
AUNINATUNAN Lﬂ%ﬂﬂ@ﬁléﬂﬂﬁ@ﬂﬂi&ﬂ%ﬂﬂ NLu@ﬂ?NLVN@uIﬂ@u ﬁuiﬂ?’]m LATHTRATE

CEXSAOT !

a [ 1 1 al y Qs a L =]
AT NN 4.12 LWRAANANUIU TREURS LL’&%F\’]LQREI‘I.I’B\W]’T]NL%‘BNIENF]UF’I‘J"]N‘NF’]']EI"]'NW‘H

= 9 a v
ﬂ')']NL‘]j'ﬂNiﬁNﬂUﬂ?qﬂuﬂ'l

= v = = o . oA
ATIAUAN ANLTaN N ANLTaN e ANNLTAN TR EMRN ALRAL ATLLENLLILS

laannn Tuszaudrunang Tudaan NIMTFIU
(+1) (0) (-1)
ARRALNR 196 197 - 393 0.49 0.5
(Gagaz) (49.9) (50.1) - (100)
ABNLIAA 57 324 12 393 0.11 04

(Goaay) (14.5) (82.4) (3.1) (100)




3. MSSUSTIANINURINTIRUAT (Perceived quality)

n35uFlununInaasnIN@uAn (Perceived quality) Aa N193usaeadLzinans

¥ A

v
AN MInEIINTIINAWTa A NIMLENINTasAUAYFALENT Tnafansanandaglscasd

o

viseAuaNTR lwng lfueesdudii gunmisufidudanainisndnld widusiaslyld
wziluFasnesnnuianiaasunesdusinantsansn&uA s (Aaker, 1991)

v

Tunsdanisfuinienmun naesnsdusniu vinlaanislingusinatinauansdesy iy

nsfudinaniugninnaesduAusiaznsduin tneldunnsdauuy Likert scale wiiaiflu 5

v
o o 1

FEAURILA “AUNINANTIUDENGEN (1 AZLLLW) SIRN; “@mmwzguﬂu@ﬂfmﬁq” (5 AZLLUU)

q

TnsANNLARDUN

annslszanadaiilsnnsdnunisuinnun A AuAIaduALsTIAN

nsdniiindaui nan1saduaunsndsllsdn unadaAeasaasnsfuiinun naangs

o 1

= dI ' o 1 ! = o =R = ¥ I~ o
FIREN AR 4.39 Gﬁ\‘mqmm@m\‘imumnumﬁugmﬂmmwmx‘}m’mumiumﬂsluﬁ‘muzg\‘l

b

TNAININ A AU 361 AU AALTIUEREAZ 90.3 LAZlUILALAIDNAININ HiNeN 6 AL AR

ufasas 1.6luanen nsdwinaauile-Tuuneii daA1easaean1siuiienunInTas

1 % 1

naNsnetng 3.08 Tngustatadauluaiiniaiuitnmuuninemsndudnle-Tuunaly

q

seAULNUNANY Ae AUaK 193 AL AnTTuFesaz 50.9 909ANNIAD FAUAY A9 95 AL

Anlufanay 25.1 dauluszaumaDenuanii 809 76 AL AnLlLFatas 20.1 LAZITALIES

N4m AU 15 Au Anuiesas 4 A9IATIAHA WA 4.13



A19199 4.3 WARIIIUIU SRERS UASANLARLUDINITTUSTIAMNINADIATIRUAT

nsANNLARDUN

N195USTIANINASIAUAT

AFIRUAT ATLNIN ADNIN ADNN AW AN Auady  Andloay
@x‘llﬂﬂ QQ ‘]J’}“Lm@’N l;llﬁ [ﬁl’]:N’m N’W[ﬁli‘ﬂ’m

TGH 204 157 33 3 3 4.39 0.73

(Geaay) (51.0) (39.3) (8.3) (0.8) (0.8)

la-Tyuwns 15 95 193 59 17 3.08 0.85

(Goaay) (4.0) (25.1) (50.9) (15.6)  (4.5)

aNdNY

mﬂmiﬂizmaﬁqLLﬂiné’mmﬁuiﬁq@mmwm@qaué’wmauﬁf]ﬂixmwmaﬁu
HANNFISANN30aT 189N ABAINARANLALBINIITLUFINAMNNTBINGNAIAEINT Aa 3.64
dl dl dl | o 1 o YR a v o =& A
TIATINTNTBINGNAI DL NASTUFTNAMNINLBIATIRBANABALNA LUTT ALY DIGININ AB
AU 228 AL AsLTTuFasay 57 LAYILAUAIDNAININ A1UIL 20 AU ARLTIUERtIAY 5
Tuanugi andlunaniiagiis dAasneasnisiuiivaunInaesngusetie An 3.60 9
nawsaetvdulugin1suiienunnaasnsduAneniog luss AUgeRegeNn A1uaw
222 Ay Astludasay 55.8 49ulussAUAIDIAINAN Haiudu 26 AU AaLTTuEatAY 6.5 A

aazlaen AN 4.14



A15197 4.14 UWARIRIUIU FRURS UAZALRRLUDINITFUSINAMUNINUDIATIRUATEN

Ay
N195UFTIAUNINASIAUAN

AIIRUAT ATLNIN ATININ ADNN ADINN ADLNIN Auady  Andeaou

NN A 1unang ﬁollﬁ ﬁ‘i’]ﬁ\l’m HINTFTU
ABALNG 52 176 152 16 4 3.64 0.79
(Feeaz) (13.0) (44.0) (38.0) (4.0) (1.0)
manLag 52 170 150 20 6 3.60 0.83
(Feeiaz) (13.1)  (42.7) - (37.7) (5.0) (1.5)

3. NAURINIFINAMAINSIAUAT (Brand Equity)

HATRINNIIAAUAIAINARAN (Brand Equity) Tuaisil Tiunannnisdnasdilsznalu
daur8an193u5 (Perception) AMNUWARAALEY Aaker (1991) Taliun nnsmszuminglums
AuAn (Brand awareness) ANNImANENNLAZIANAN (Brand association) uazn19fuzns
AMUNINTRINTIRUAN (Perceived quality) WazHIHATENENALITENAUT 3 N13nriy Tne
ALt N uAazeIALsTNe LY INEHINIMIANRAETBIAMAIATRUAT AR AT T
HATRINNIIAANAIRINAUAN lWATIHN anunsnuiivaantaiilu 2 dau Ae

o J a 2 a % o 6 dl dl

1. HaBdNTInANAIATAUAT IRUA U sz IngAnsiiaaaun

2. NaI89N1TRRUAAI AUAN TuALA s TIN N WY

nsANNLARDUN

mmmmﬁm@mﬁ’]mw?mﬁﬁﬂ@xmwimﬁwﬁmﬁﬂuﬁﬁq 2 panAuAn A Twnauay
la-Tuune luzdqummm?mwﬁﬂg’”l,umﬁaué’ﬁﬁu flerhuanzuuiaeensssanld (Recall)
uazn1sansld (Recognition) TesusiaznsAusanmufuiiemeAaan lngsuaeenis
m:uﬁﬂfg’iumﬁuﬁmé’qﬁu WLINgNARENAANTAsEITIng lunsAuA Tune Tusye

ANtaat 3.81 dnula-Tuuneniu HeAwedt 2.30 sasaaziasn e 4.15



a ' a o a v o ¢ o =i
M15719N 4.15 LLﬂVNﬂ']LQ@ﬂmﬂ\iﬂqiﬂigﬂuﬂéﬂ:umﬁqﬂuﬂqiﬂ‘iﬁwqﬂLﬂ@ﬂu'ﬂ

AINAUAN ANLRAE A0 ANTIELLIUNIRTF
UBINNIATENTING (Range)

Tyifel 3.81 1-4 0.46

la-Tuune 2.30 1-4 0.69

AmFuANmeN e LAIRBATIL LR IINAZILLLDIWARZ AT RUAWAINLLN
AaAEN A UANTaN eNAURIANA e InsAnieaa LN Twne agluszAy 0.45 dou

la-Tuuneniu AAean 0.13 (9913199 4.16)

a ' al a o a v v ¢ o al
M1FI9N 4.16 LLARS ﬂ']la'ﬂ@ﬂ‘ﬂ'ﬂ\iﬂ'}']ul;ﬁ'ﬂﬂiﬂﬂﬂu ﬂ?qﬂu“"]qiﬂ‘a‘ﬁWWLﬂf‘]QUW

AINAUAN ANLRALIURIANN AT ml,ﬁmmummgm
wenleadunsAuen (Range)

TuiAel 0.45 (1) = (+1) 0.54

la-Tuwns 0.13 (1) — (+1) 0.53

Tugdauaean1s3uitennnIWaIIAUAT (Perceived quality) T LHIINAZ LTS
a 1% 1% ' ' d‘ ¥ [ a ¥ o . dll dl
ATATIAUATLAINLN ANBAENNANUNNIFLIDIANINATIAUANT B INUANTARE U TY

e agilusyiy 4.30 daula-Tuuneniu dAae 3.08 (AAA9799 4:17)

a 1 a o weQ a L4 [ o a a
AN 4.17 memmaslm'aamisugmQmmwmmaum‘immwmmafauw

ATVRUAN ANLRAE ANT04 ANTLNILUNIATFIY
a9
299N195UD9AUN N (Range)
Tyifel 4.39 1-5 0.73

la-Tuune 3.08 1-5 0.85




adNu

mmmmﬁm@mmmﬁuﬁﬁﬂi:mmﬁﬁuﬁq 2 AINAUAN AD ABANALATABNTIIA
”Luzdfmmmmmizuﬁﬂgﬂummauﬁﬁﬁu dlerhuanziuueannsLanld (Recall) kazn3
ansnl# (Recognition) TesusiaznsdudnanmuiuiiemAeds lnasresnisnssming
lumsAududari nunguetnauinnsaszmiindlunaud reann luszAuAadg

v ! i
3.43 doupantingtiu HA1leds 2.54 Asneaziden A9 4.18

al 1 al L a ¥ =)
A1919N 4.18 memL'rmmlmmsmszuunflummﬂummﬂﬂu

ATNAUAN ANLRAS AN ANTELUNIATFY
UBINIATENLNT (Range)

ARALNR 3.43 1-4 0.72

ABNLIA 2.54 1-4 0.73

AsuAHTEaN T LA AUANIL HATINALLULIAILAALATIRUALAINLIN

ANRAENNAUANNTaNENTLAIERAITasNETBARAING atfluseal 0.49 douenAfy

¥
a

paniiagis NANRAL 0.11 (AR199971 4.19)

a

a ' al y [y a v =
A1919N 4.19 WARAY ﬂ']LQﬂEIT@\‘]ﬂ'J"INL%’fJNTENﬂU ﬁl?’]ﬂuﬂ']ﬂ']ﬂwu

AFNAUAN ANLRALUBIAIN AN ﬁhLﬁmmummgm
wanTeaiunIAuen (Range)

ARALNBI 0.49 0-1 0.50

ARNLIAA 0.11 (-1) = (+1) 0.40

Tudanaaeni9FuinennNMRIEWAT (Perceived quality) 114 LHBFINAZLULIDIUS

a ¥ ¥ J | dl ¥ o R a ¥ a 1
[ATATIAUATLAINLAN mmewmmumﬁugm@mmwmmummmﬂmﬁum@mm 'E]QELLL

LA 3.64 Aruen@Nuaaniingiu HAaat 3.60 (9A19197 4.20)

u



A19199 4.20 WAAIALRALARINITTUSINAMUNINASIRUAIENAN Y

AINAUAN ANLRAE ANT04 ANTELUNIATFY
289N195U509ANNN (Range)

ABALNG 3.64 1-5 0.79

ARNIIAA 3.60 1-5 0.83

misanTiu mimﬂ"\L@E‘{mm@mmmﬁuﬁwﬂé’mmﬂmiﬁqmmmmﬁﬂstzﬂ@u
Tuusiazdau duldun n19¥anlumsn@uAn (Brand awareness) AT RN LRI AUAN
(Brand association) LL@:ﬂ’lﬁ‘?ﬁJ?ﬁﬂ@mmwmmm"lauﬁ’] (Perceived quality) 1n99uny
AN NN AeAE Tmﬂiﬁﬁmﬁﬂhmmmﬁﬂizﬂ@uwi']jﬁu (Weighted average)

dl o 1 dl I a 4 ij/ A a % o s di dl dl
WBUINIUIATLAALTDIARUATATIAUAINN 2 tszinn A ArAtszinningdnwiinaaui

a v

@ e A = o ; : a v =~ =
HUAUNUIAIEUAINHANNLNLANWAS (High involvement) Lag AUA1UILnNENANY T3

u

1 1 |
o

WuFn a3 uAN NN NNLaW WA (Low involvement) TpgnaaINNIdnAMAIAI

v
a Y o

AuAN9 2 daznm wuan duindszinningAnite@aeuiii. TunaNANLRALI99A AR

AuAnha 8.67 uazle-TuunadA1RAEAIUIU 6,028 UNATAINNIAANIAIAINAUAN TLAWAN

o

dszinnendiuiii peanANARALIBIAIIAIAIEWAN Ae 7.62 Teendfunaniiagl

ANLRALIRLN 6.43 AIEALIRA IR 4.21

u

A1599 4.21 WAAINANITIAAMAIATIAUANIBIINTANTLARDUTUASENRWY

FINALAT ALaAY AT ANDEULUNIATT I
(Range)

InednpAauT

Tuine) 8.67 3-10 1.10

la-Tuune 6.02 3-8 1.36

¢INANL

ARALNR 7.62 3-10 1.29

ABNLINA 6.43 3-10 1.41




4. NATRINTFINAIALLSNIIATUBAMNAILATa (Purchase intention)

n193msaLIN1esuANNFalade (Purchase intention) Tun153aeaAsail 1lun19dm

1
=

v v
M luluntsmadus luasadaliluaunas Taalsziluainnistindamanunuana i
=) v a dil/ i/, 1 1 o ] dld 1 a % ZJ/ 173 o
s ltiu woAnssunisgelunivselireengusetnantsens@udiu Tnanisldunns s
WU Likert scale 5 32A1 BENANALAN “IHiIUA2Ea81989” 5 ALY AANALAINIALNY “1i

UAeagiN9EN” 1 AT

TnsANNLARDUN

2
o

. . 1 o Fm— o oo
Annsdszanasilimnissnuanuslatansdurnlszinninsdwiiaaauntiu

a o P20 ! o 1 = ¥ d” o ¢ dl dl = g’/

nan1sadaatNinagllidn ngusnatisinu i lunismalnsdniinaeuilunaluais

pia hINARAY 4.34 dauAnieasngupnesinsaziuzin iauauiuun Iune Tuaisselil

Aa 4.24 TuaneiAaanaasiu ldulunismamsdwiiaaeun la-Tuuna luafasa i laasngs

g 1 :J/ A ' n:ll -Qll I o 1 o £ dl o :I/

FnaENeil Aa 2.68 uarA@atinguaatinsazuzin liauauiunn 1 le-Tuunaluas

siall Aa 2.74 Aesaaviasnlunignan 4.22 — 4.23

A9 4.22 LAAIAIUIY 5D8AL BazARasTadLUlluNluN1sTans1AuA1lUASS

pall
v &’ a v 5 1
nurlunlunsdansiduarluasanalyl

penduAn  Hueltdn Huweldn  iae) Eth Wfwnlin  dueds
e

Bt wda Tl aehaila MU

(5) (4) (3) (2) (1)
IuLﬁEI 228 117 32 9 14 4.34 0.97
(Gagay) © (57.0) (29.3)  (8.0)  (2.3) (3.5)
1®—INUWH 7 79 152 73 71 2.68 1.05

(Fasay) (1.8) (20.7) (39.8) (19.1) (18.6)




ni o b 1 4' o v 4' L™ L4
AN519N 4.23 WAAIAIUIY SRURT LASANAALURINITHUL U ITAUR U RN LT RS
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