M3d@eaINIINA AN a I 19AUMANTUMVBNAaE3 NS INNUYE

(Group Buying) nsedAny1 : oulaln

Marketing Communications to Build Brand Equity of a Group Buying Business

Model, Case Study: Ensogo.



4 4 1 a a 1 v g
msaemImiaataiioas NauAATIAUR 109 TuAagIN93INAUFD (Group Buying)

AR <3 Y
AsAUANY : 1oU 1o In

Marketing Communications to Build Brand Equity of a Group Buying Business Model,

Case Study: Ensogo

o

Y
somsaa au lwenanweand

I 1 . [
MIAnyIRMIzYAna udIUHTNI0INMIANYIMNHANgAS
VIMIFInIumIluda
UM INGIAONFUNN

nsdnm 2554



© 2555

o

a Qy a 4
TATNTIU au”lwmawwmu

g
TAIUAVANTD



UUNAINGINY UHIINGIRUNTANW
waqg Y [l é [
aylaldnsfnynmzyanadludumilsvesmsfnnmundngas

SIERTRES RO BIRIGIETY

4 é A Cy ' =) a 1 o 4,’ .
Gos  msAemsmsamameadugumasiduiives Tunagsnes wiude (Group Buying)

nsaiAny Ou T3

1 4
a a ao o
HIY  TATNIIWU au"lwmawwmu

dnnsaruraulae

S (&
219156015011

(@3.35WUT anan)

ANIInUA
] v Jdao aa '
(é’mumaﬁﬂmsﬁ ATINVUTUA WNAIUAIANA)

o

1 v aw ¢ [
@¥20enan319158 A5.AINT NIRNANT WA

ANUALUNAINGRY

10 Ju1AY 2555



Y] a

Samssa aulnmaiiand. YFanusmsgsnsurniada, Juay 2555, tunaimeds
UNIINGTENTANN,
mﬁt’éfamimmmmﬁ@ﬁ%’mﬂmmmﬁuﬁ’waﬂmﬂaﬁﬁﬁﬂimﬁuéa (Group Buying)
asdiAny: BuTeTd (138 1)

7=l a o o
p13NTET - 3. F5WUT anan
U U
UNAALD

) T 2
msdedIsmMIaaaioai NAMAIAT AU IUAagINIT ALY (Group
. <3 Y [ o i o 1 a .
Buying) n3aiAny - 10ule 1A Jiagiszanne (1) eianuains1dudi (Brand Equity) Tu
9.2 Y A A a o X . A = =
ANVUFANVOIRYI Inanae IunaginasIunuGe (Group Buying) (2) 1HOANEIDY
o o d 1 4 o 1 a
ANNFUNUT IZHINMITOAITNWMIAAANUAUAIATIAUA
o A vy 1o Y A & Y
autlsnanuluasell laun dunlsau fe msaeaismsaaia Useneuale ms
1 a @ v J A A 1
FUaTUNTVIE MIUTENTUNUT M15AIANT1ATI N13AAIATININTTH MIaaauuulinae
1hn dnlsa Ae quaiasiaud dszneudie Anwasinanaluasdus msasznmingu
a FY v Y=R A a Y Aa @ :{d‘ a 9
AU MITVIDINANN ANFon Toeluas1dua1 Funswaou o veIniaum
9 o 9 ~ an = Aav A ~ 9 I A A <]
AavelysisnIsmsanuidesalsn laglsuuuaeuamilunsoaelumsnuy
a <3 ) aaa a 4 '
susmdeyannglgusmsouTyTa $1191 400 au adan 1dlumsimszideya laun n1s
[ 1 4
LAALAIANND MIMAIRAE MIMAIToEaL LazMIAATIZH TV s aNTanduwusuY
J o
esau (Pearson Product Moment Correlation)
HAMSANEINDN
A 9 1 a =\ [ YL a = o
1) MITOAITMIADIAAUMTTUATUNTVIY TANUTUHUS IUNAN1AeINULAL
] v Jo o 1 a Y 9 v o A a Yy 9 v Y
duiusnuuna AAUMAINFUMAIUANNIITAANA TUATIFUAT MUMIATZHING U
a Y 9 o Y= Y A A Y ¥ A o 2A
ATIAUM AUMITVIDINUMN MuaNudFon Tealuasdua mudunindous ¥eens
a kY
qum
A 9 [ A= [ o a =) [
2) MIgoaIsMIaaIamUMsUszndunus Ianuduius lunamuasinuiag
[ v Jo o 1 a Y 9 v o A a Yy 9 v Y
dunusnuuna AAUMAINFUMAIUANNAITAANA TUATIFUAT MUMIATLHING U
a Y 9 o Y= Y A A Y g A o dA
ATIAUM AIUMITVIDINUMN MuaNudFon Tealuandua mugunindous ¥oeas
a kY
qum

4 v o I a Y
3) ﬂ15’§@ﬁ13ﬂ’li@la’]ﬂﬁj']Uﬂ']ﬁﬂa1ﬂﬂ']\iﬁﬁ\1 UANUTUAUT IunamMufeINuLas



o o

duiusnuthuna fuguma aumMaIuAINsNANA luasdum mumsasening 1y
A 9 9 v Y= v A a2 9 Y a o oA
asaud aumsiuinganm suanudon Tealuasdum mudunsniou vons
a kY
Au
A 9 Aa a = [ LY -( a =) @
4) M3AOAITNMIANIA ATUMTAAATININTTY TANUFUWUT TuRamufeInuas

o o o

duiusnuAeudege nU AamasIdud Aumssuitnann Aumsaszming luas

FuA1 MIFoaIINMIAAA AIUNIAAIAFININTTY TANNFURUS TuRAMUReIT UL

v o o o 1 a v v A A ¥ Y a o oA

ﬁllwu‘ﬁﬂiﬂ_huﬂa”h? Ny ﬂmﬂ1@]51ﬁUﬂ1 mummmmuiﬂﬂummum AUTUNITNYDU
a k) Y v o A a Y

VBNATITUA memum”mmiﬂﬂﬂﬂelum*lﬁum

A Y 1 = % o d a =
5) MIADF1TNITANN aumsaarauuuinaelin Mﬂ’J”IiJﬁEJW‘L!‘ﬁiUV]ﬂVINLﬂEJ’J

v o o 19 o ' A Y Y a o A a 9 9 o YR
Llagﬁll‘WLlﬁﬂuﬂﬂu"lJ”NQQ ﬂUﬂmﬂWﬁ”lﬁuﬂ”l ANUTUNTNYDUC) VDIATITUAN ﬂ1Uﬂ15§U§ﬂQ

) o Y 8 v v A s v A
AUNTN ﬂTUﬂ1§@]§$Wuﬂ§1u@]51ﬁUﬂ1 Lla3@]114?13111&%@1]18\1114@51@'1!?’“ NITEADAITNITANA
9 [ =\ @ Y RE( a = ] @ v o [
aumsaatauuuinaedin Nﬂ31llﬁﬂwu‘ﬁ‘luﬂﬁﬂhﬁlﬂﬂﬁﬂuuazﬁll‘WLlﬁﬂur]J”I‘Llﬂa”N ny
1 a 9 9 [ v A a 9
AUNNTITUAT ATUAINAITNANA IUATIAUAT

4 @ Y] L a [} [} [} J o
6) MITDANINMTAAIA 1A8TIY UANUTUNUT IUNANIURSINUY LAz TURUTOU

(%

ApUANg MU MsTuinmanaua lngs

v A9

Y i1
ARAINNII aummaummzﬁmﬁa mﬂNﬁﬂﬁ’J%ﬁlﬂﬁ%@ﬁﬁﬂﬁﬁﬁ?ﬂ ﬁ}THﬂﬁﬂa']ﬂ

J 9 v '

a a 1 A Y] v o a
Fanonssy uaz saumsaarauuulinaein anuduiusnuseudege fuaumaTdum
v v YR ) v Y A Y Y a o A a v
ATUMITUFOINUNIN AIUMIATENING luaaFum Muaunindous veeas1dum uay

Y A A Y o qud Y Y A v Y A
AuaNurey Tosluanaua mlneuls Inasazmiu 1eannmssuImsaoasnsaain

9 a a < ~ S ' U Y Y Y
ATUNITADTIAULTININT T Lﬂuﬂﬁliﬂﬂﬂ’ﬂwﬁu% Lla$3Jﬂ”3ui’33J‘ﬂ1ﬂﬂ€j.3JLﬂ1ﬁ§J1ﬁlllﬂ Iﬂﬂﬁl‘ﬁ‘

o oo [

Y A ' Yy o = Y a Yy v v A Y
ﬂﬁjlllﬂTﬁlﬂElllﬁ’Juﬁ’JiJ ﬂﬁﬁ'iNﬁiJWNﬁf]u@ﬂ‘Ulﬂ‘UiIﬂﬂ FTIUAT LRAZIHUMTADFITAAIAATU

A

' =2 g ' [ ? Y Y
msaaauuvihnaethn %Q!ﬂﬂﬂWiﬁ@ﬁ'ﬁIﬂﬂ@lﬁ\ﬁgﬁ'N\iﬂu UAAMNN NN UUINUASATUAY
Aaa A g A g‘/ o g‘/ < YR v A 9 Y 1 o
u@‘n‘ﬁwalumwmmmmamwu ﬂﬂuul@uicﬁjﬂ‘ﬂ\iﬂﬂlﬁﬂﬂL!ﬁ$ﬁ§1\1ﬂﬂ!ﬂ1W11’HmﬂﬂEN m

THinanu¥eiuvesdus Inalduniga ilosnndules1s dudihgsnagduuulnt s

U Q

€

4 v [ 1 a o v Jo 1
vimsdemsmsaaia laesiu NuMssuinumandumlaesiu Tanudunus nuaoudi

N

Y 1
v v Y

1 aaiuzdes UulganszuaumsTastiuna Tulad I g auimsuSmsnaeuaues

B, e

A
Y Aa ' o A A 1Y a A X A Y a '
E\!Uijﬂﬂﬂﬂ”ﬁﬁﬂ“ﬁyg ﬂ?ilW?Jﬂ”ﬁﬁﬂﬂ”ﬁﬂ”ﬁ@]aﬁlﬂllﬂﬁjﬂﬁiﬂﬂw\lllellu L‘W'ﬂ{lﬁ!ﬂﬂﬂmﬂﬁmﬁnl
Y

dumluyuuesvedus Inaldunniiga wagiesnydumiammsaaia

3]



Thidapan Limpaisalpipat. Master of Business Administration, March 2012, Graduate School,
Bangkok University.

Marketing Communications to Build Brand Equity of a Group Buying Business Model, Case
Study: Ensogo. (138 pages)

Adpvisor: Jiraphan Skuna, Ph.D.

Abstract

The study of marketing communication to build brand equity of a group buying business
model, case study: Ensogo aims at:

1) Measuring the brand equity from consumer feelings toward the group buying business;

2) Studying the relationship between marketing communications and brand equity.

The variables studied: independent variables, marketing communications which are
marketing promotion, public relations, direct marketing, event marketing, viral marketing;
dependent variables, brand value which are brand loyalty, brand awareness, perception of quality,
brand association, other assets of the brand.

The researcher uses the quantitative research methodology. The questionnaire is the tool
for the data collection from 400 users of Ensogo. The statistics used to analyze the data are
Frequency Distribution, Average, Percentage, and Pearson Product Moment Correlation.

The results showed that:

1) Marketing communication in terms of sales promotion is related in the same direction
and at the middle level with brand equity, brand loyalty, brand awareness, perception of quality,
brand association, other assets of the brand;

2) Marketing communication in terms of public relations is related in the same direction
and at the middle level with brand equity, brand loyalty, brand awareness, perception of quality,
brand association, other assets of the brand;

3) Marketing communication in terms of direct marketing is related in the same direction
and at the middle level with brand equity, brand loyalty, brand awareness, perception of quality,
brand association, other assets of the brand;

4) Marketing communication in terms of event marketing is related in the same direction



and at the relative high level with brand equity, quality awareness, brand awareness. Marketing
communication in terms of event marketing is related in the same direction and at the middle
level with brand equity, brand association, other assets of the brand, and brand loyalty;

5) Marketing communication in terms of viral marketing is related in the same direction
and at the relative high level with brand equity, other asset of the brand, quality awareness, brand
awareness, and brand association. Marketing communication in terms of viral marketing is related
in the same direction and at the middle level with brand equity, brand loyalty;

6) Market communication in general is correlated in the same direction and associated
with high perceived value with overall brand awareness.

The study suggests that the results of marketing communications, event marketing and
viral marketing are correlated in a relative high level with brand equity, quality awareness, brand
awareness, the other assets of the brand, and brand association, to which Ensogo should pay
attention. The perception of marketing communication in terms of event marketing is to draw the
attention and participation of target groups by supporting them to participate, building
relationships with consumers, merchants and emphasizing on the viral communication, which is
the direct mutual communication, causes both positive and negative results and affects the
purchase from the communication. Therefore, Ensogo selects and creates the quality of the
coupon in order to build as much as possible confidence to consumers. As Ensogo is a leader of a
new business model, recognition of marketing communication as a whole with the perceived
overall value of the brand are highly correlated. Therefore, the improvement of the process by
bringing new technologies will develop the services to respond to consumers on a regular basis.
In addition, increasing marketing communication to consumers should be done in order to build

as much as possible brand equity in the view of consumers and to maintain market position.
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msaeasmiaaiaiunionmsasnliinaguaiins 1@uanues (Keller, 2008)

A ] 1o @ A ¥ A v A A
Gluﬂ1§ﬁ@ﬁ15ﬂ3\1??1‘!\‘]Ulll‘ﬂuﬂu“ﬂ‘ﬂgﬂﬂ\‘llaﬂﬂi‘lﬂﬂWiﬁ@ﬁWﬁnﬂgﬂLl‘U‘U NITLABDNNIT

. v W J o (%
ﬂﬁ?iﬁﬂﬂﬁ}@\iﬁﬂﬂﬂgﬂ\‘]ﬂU?@QﬂigﬁﬂﬂﬂT\iﬂTiﬁa”Iﬂ M2 EUNUIDYTZUI LagATIND

£

QD

9

) V| £y Y a ' a 9 Y 1o~ A a
P‘!Uiiﬂﬂlﬂ']ﬁu'lﬂﬂgﬁ'lu'ﬁﬂﬁi']\ialﬁlﬂﬂﬂﬂ!ﬂ']ﬂi'lﬁuﬂ'lhlﬂﬂEl']\iuﬂ'igﬁﬂ‘ﬁﬂ'lw (Ratratunga &

[

] 4 S 1 I ' g
Ewing, 2005) %m‘wN%u‘,amsﬁamimmmﬂuu gu5ouUeeantily 2 ¥oan19ail
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] 4 { . . I

2.2.2.1 ¥0aN1MIAea15N191ANA (Personal Communication Channels) (Hun13
& AN 1A ¢ & A A A 1 9 & < A
fomsn hillesdisznouilunseliodomauanz Iynnalumsdoms Wumsdeaisuuy
WUHNY (Face to Face) 5$MANAAS HAZATUENT 15U M3 19MINAIUY18 NM3aaia

I Y
NM9A 59 1 uau

\ 4 dura o <
2222 %6&%1@ﬂ1iﬁ6ﬁ15%1ﬂ1%uﬂﬂa (Non-personal Communication Channels) 1344
A Aa 7 < A A A 1 yA A Aa

msaeasniesndszneuiilunsesue lumsaeds vy msledonToms luba NINITY
1 a Aa a o Y I
gaazumInaIa Mina1aFanangsy Mydseandunius $udu (Kotler & Keller, 2009)

v Smith (1998) lana1na wsesilelumsdearsmsaaia 1idenu 12 Uuuy Ae

2.2.2.2.1 MINBUALMIUIWITNTVIY (selling and sales management)

2.2.2.2.2 M3 lai (advertising)

2.2.2.2.3 MIAUATUNTVIY (sales promotion)

2.2.2.2.4 MIAAANATY (direct marketing)

o v J
2.2.2.2.5 Msdsenmieuaznsisgndunus (publicity and public relations)
I 9 o 0

222.2.6 ﬂmﬂu@auumalu (sponsorship)

2.2.2.2.7 MIWAUNTIAMT (exhibition)

22228 MIAF1UONANYAI03ANT (corporate identity)

o 4
2.2.2.2.9 MIVIIVNUN (packaging)
a o < 4
2.2.2.2.10 M3 1¥waasauaidude (merchandising)
2.2.2.2.11 M3VoNAD (word of mouth)

2.222.12 Midoa13otan InItng (the internet)

) ' Y
13 WPV (2540) Idtruedunioaiolumsdemsmsaarauuunaunau Nasas 11l
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13

1 m3layan 2 msnelasldminauane
(advertising) U ININeT Hasans 4a4 (personal selling)

3 MIAUATUMITUY 4 mstsznduius
(sales promotion) (public relations)

5 MTAAANNATY 6 ﬂ15§]ﬂ1ﬂiﬂﬂﬂ?ﬁfﬁlﬂﬁﬂﬂiiuﬁlﬁy
(direct marketing) (event marketing)

7 msdauaaau & msvalyizy
(display) (showroom)

9 msvaguimBansiuvedUm 10 MIIAFUUM
(demonstration center) (seminar)

11 MIIAUNTIANG 12 misaguadnousy
(exhibition) (training center)

13 m3lnusms 14 m3lgminanu
(services) (employee)

15 Msussynma 16 msldoumnuzves smadeud
(packaging) (transit)

17 M3 lathenieg 18 mslnsevionsdeamsmedidnnseding
(signage) (internet)

19 msldndnsaaiiiiuie 20 m3lddunu
(merchandising) (licensing)

21 gilo
(manual)

Y =2 A A A ¥ a Aa o A qu
Duncan (2002) llﬂlﬁuﬂﬂﬂm’iﬂﬂll@ﬂﬁE‘T’E]ﬁ'”lill‘i.l‘ﬂﬂﬂl,mﬁ/mﬂ"liu”lﬂJ”INﬁiJWﬁ”IuLW@‘lﬂ

A C; 1 Y 1
DA UNMIADATMIANALUUNFTURNAIUIUAD AT IN¥ANTDEITUIAYY (Mass Media

o Y

Advertising) M35z FUNUTITINA1A (Marketing Public Relations) M3 a4a3un15v18 (Sales

a J A o

Promotion) msliavansvsoduinu (Licensing) mﬂmymwmaumﬂm (Specialty

L. 1 A A 9 9 1 a o ' A 9 Y
Advertising) mimmmﬂ%ﬂﬁMm”Mﬂﬂ%muNa@mmmmﬂﬂiwmmaimm
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(Merchandising) MyaAUE3UNAAS T B 918 (Point of Purchase 30 POP) MIUTINMA
(Packaging) N5AVAUDY IAenT (Direct Response) NFIANINT TN uazmﬂﬁ’mmaﬁuauu
(Events & Sponsorships) M33ALAAITUM (Trade Show) Mg Tasldwiinaiuvieg (Personal

Y o o o .
Sales) 1taz@NATUNUD (Customer Service) (ANIN 2.2)

v 1] 9
7NN 2.2: gﬂ!L‘U‘U“U@\‘iﬂ']‘iﬁf)ﬁ']ﬁﬂﬁ@]ﬁWﬂLLU‘Uﬂ%ﬂiJ

M3 landoasuiary 15 Ty aniiay MIAUFTUMTVIEY MIAOUEUDNIAIATY

v o v a o a v Y a o Id A

mMsUsemnauiug AIIANINT TN MIVAUAAITUA s l¥waanuaniluge
msvielagldminau anmduiug msidumlnu MIVTTYTUN

N Duncan, T. (2002). IMC: using advertising and Promotion to Build Brands. New York:

McGraw-Hill.

A7 Kotler & Keller (2009) na121 M3 IamantiudluTdsunsuvdnlumsaoans

' U A A S o [ Y '
NI1TANA[A l!ﬂ1Uﬁ3uﬂ15ﬁ@ﬁ1ﬁau 9 ﬂ%1lﬂuu1ﬂizﬂ@ﬂWﬁllWﬁ1uﬂu1Uﬂ1§ﬁ§1\1ﬂmﬂ1@]31

Y = Y A o

a A~ A Hq o ¥ ' a t A
AUAT FAUATOIUDNITADFITINTITANA ﬂal“]fﬁlUﬂ1iﬁﬁ']\1ﬂﬂ!ﬂ'lﬁi'lﬁuﬂ1 VAU (DI NN 2.3)
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AR 2.3: Mdeasmsamaioaieguang1du

m3lawen
(Advertzing)

MIFARTNMINN

(Sale proeotion) o
aRsnsaly

a ¥
AiraEum

(Brand awarenesz)

MadRAMIIN

(Event &

experiencez) o
Amdnpeinidum

N

(Bracd image)

a
Waumunsdaasaear

(Marketing af AU
- o & Communication (Brand Equity)
mavszmdunug
Program)

(Public relaticn:

¥
MIADUAUIATITUM

&publicicy)

(Brand rezponzez)

e Tagiiminnuee

m7aanmw::\

(Direct marketing)

[ N ¥
anumniusluaidum

(Brand relationzbipz)

nu: Kotler, P., & Keller, K. L. (2009). 4 Framework for Marketing Management (4th ed.).

New Jursey: Prentice-Hall.

Y o A

. . 2 (] A A 19 1 19 ¥

Mslawan (Advertising) Fuilusoanamsaoasi lilsyana ualddamivayunso
@ o a 9 a o A a o Y [ I 9
aunulumsIanaaaua oy denun theaieg Wuau

I o g’/
MITUAINM5NE (Sales Promotion) Lﬂuaﬂymzmﬁﬂiz@j’uizamu (Short-term
. XA a v ' o ' Y o ' Y I £y
Incentives) TUMITFOAUAT 1BU NITIALAAIAE N5 IHAIBE1INAADS MY 1 uaY
u d (Y] a
M39AN0NIIN tazmMINUszaunsaITINAY (Events and Experiences) 9191141 A13
T o A [ I Y
LUITUNT MIIAULEAS T uau
v v . . . <3| A
mstsemduiusuazmsdszme (Public Relations and Publicity) (Iu11sunsuiive

Y LA [ A o <
‘]Jﬂ'i’ji’]\i LLZ‘]SZ‘T%NﬂWWE‘]ﬂHm U NITIATUNUN LmﬂﬂT‘ﬁfuﬂl@ﬂUiHﬂ Lﬂuﬁ’u
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Y I [ 1 o o
msmwiﬂsﬂ“’ﬁwummmm (Personal Selling) L‘]_IuﬂTiW‘]Jﬂu'ﬁ%ﬁﬂ'l\‘lgﬂ?%ﬂﬂwuﬂﬂu

' o I <3 Y
“lﬂElIﬂEl@'li\‘l IFU ﬂTi'iJ'ﬁZ'iﬂJ MINAADINEN 1T UA

(%

= 4 o I Y = @ a [ 1 A A = dy A
RIYNS) Tmﬁwmﬂuﬁu A INYaSIBIAANHUSNINTTUA N 1uzmazmimuawaﬂ VAU (M1NN

2.4)

A A A A
NNN 2.4: Lﬂi@\iﬂﬂ‘luﬂ'ﬁﬁﬂﬁ'ﬁﬂ'ﬁ@ﬁlﬂ

. - eolles 2 W ‘e
aslauvan AMsFUATUMING MIIANAINTTN Ml ssndunug msvalaslyminnuenes  aeammaas

(Advertising) (Sales Promotion) (Events/ Experiences)  (Public Relations) (Personal Selling) (Direct Marketing)
Print and Conte:ts, games, Sports Press Kiss Sales Canalogs
broadcast ads sweepstakes, lotteries
Packaging-outer Speaches prezentations Mailings
Packaging inserts Premiums and gifts Entertainment Seminars Sales meeting Telemarketing
Festvals Incentive programs
Motion pictures Sampling Annual reports Samples Electronic
Ar sbopping
Brochures Fairs and Charitable Fairs and wade TV sbopping
and booklets trade shows Cause: donations shows
Posters and leaflets Exhibits Factory tours Publications Fax mail
Directonies Demonstrations Company mwuzeums Community relations E-mail
Reprints of ads Coupons Street activities Lobbying Voice mail
Billboards Rebates Identity media
Display signs Low-interest financing Company magazine
Entertainment
Point-of-purchaze
displays Trade-in allowances
Audiovisual material
Symbols and logos Continuity programs

‘ideotapes Tie-ins

nu: Kotler, P., & Keller, K. L. (2009). 4 Framework for Marketing Management (4th ed.).

New Jursey: Prentice-Hall.

Kotler & Keller (2009) nariiudn’1371 nseaiiomsaearsnisaaianldlunmsaiis

AUAATIAUMUBNIMLDIIN MT Tay MIFUATUAITVIE MTIANINTTY LAZNITH
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J1 @ v o d o
Uszaumsalsiunu mstsemndunusuazmsdsema ﬂTiﬂJTﬂIﬂﬂi%Wuﬂﬁuﬂﬂﬂ uae

[

Y o Y v A A A A [ dy
NIINATANNAT Lla’lﬂﬂl’lﬂﬂaTJLWNﬂﬂ 2 IATONUDHAN AU

t:ld ayv v d v (¥ . . . 3 a
msﬂmﬂﬂuﬂgauwuﬁszmnnu (Direct and Interactive Marketing) Wunanssy
A a a A 9 o 4 v 9 a I < J
ﬂTiﬁ’é]ﬁ"li“VlN’é]Lﬁﬂiﬂ‘iuﬂm@ﬁ‘ﬂﬁﬂw\lﬁﬂ‘ﬂm HASNIIATITHUNG 91NIFU Vaon L’J‘]_]hlclfﬂ L‘]_]‘Ll
Y
AU
\ . I = 1
ﬂ1§ﬂﬁ'|ﬂ!m1.l°lj1ﬂﬂﬂﬂ1ﬂ (Word-of-mouth Marketing) Lﬂuﬂﬁmﬂ VYU LIAZUDNAD

oA a = !
Tuilszaumsain1daud vieusms (gnni 2.5)

AR 2.5: MITOATNMIADIALVUHTURA TN T 19AMAIATIAUM

s maaaauvuhaiatha \

s Tamen [
N (Word-of-mouth marketing) ’

(Adventising)

adasTunee

\
(Sale promotion)

mrazzinluandui

(Brand awareness)

——

midananan

(Event & experiences)

Mmdnuaipiduh

T\humnmﬁaanmwam (Brand nmge)

' a
avMmATnauM

madsmdiiug (Brand Equity)

(Public relations

Sepublicisy) AsAsLAUDIATIAUM

(Brand respoases)

avelasldwinnune
amvdiniusluasdui

(Brand relationships)

(Perzonal Selling)

- - . . o
MIAAMNTY # m:nmﬂnuﬂgﬂwus::mnau

(Direct markecing) (Direct & interactive marketing) '

=h.
=
—

Kotler, P. (2000). Marketing Management (The Millennium Edition). NJ: Prentice-

Hall.



NN 2.6: 19309310 IUMIADATMIAMAUUUHAUN AU

avilanvan AFURTUMING AIARINTIN malszndmug avsnalaciminmeng aamamnz annauvhnnothn
@A 2) (Sales (Events/ Experiences) (Public Relations) (Personal Selling) (Dir (Word-of-MouthMark
Priat and Coantests, games, Sports Press Kiss Sales Catalogs Person-to-Person
broadeast ads weepstakes, lotteries Chat rooms
Packaging-outer Speeches presentations Mailings Blogs
Packaging inserts Premiums and gifts E Seminars Sales g Tel g
Festivals Incentive programs
Motion pictures Sampling Annual reports Samples Electronic
Arts shopping
Brochures Fairs and Charitable Fairs and trade TV shopping
and booklets trade shows Causes donations shows
Posters and leaflets Exhibits Factory tours Publications Fax mail
Directories Demoastrations Company C E-mail
Reprints of ads Coupons Street activities Lobbying Voice mail
Billboards Rebates Ideatity media
Display signs Low-iaterest financing Company magazine Blogs
Eatertainment Web site
Poiat-of-purchaze
displays Trade-in allowances
Audiovisual material

Symbols and logos  Coantinuity programs

Videotapes Tie-ins

Ay Kotler, P., & Keller, K. L. (2009). Marketing Management (13th ed.). New Jursey:

Prentice-Hall.

A oA A v A v o v v a v
2.2.3. 1A303NBNFTADAINIIANANANNYIVIINUNMIAINAUAIAIIAUA

< Y1 a A A A 3 o o 92 o
ﬂgl'ﬁuhlﬂ'l'lulﬂﬁﬂ\‘lllf]ﬂ’l'ﬁﬁ@ﬁ"liﬂ’liﬁa'lﬂlﬂu%'lu'lull'lﬂ uazaﬂymzmﬂwuﬂu

Y
=1

4 ' a o a g‘/ ) @ aw g’z
23AU5ZNOUYIA0E1 D1NLTU ﬁﬂWWLL’Jﬂﬁ%}leﬂN‘ljiﬂﬂﬁluﬂlifl‘l&uu drisumsavelunsatioz

v ]
=

a =3 d‘ A d‘ [ Yo a KX o w =\ Y A
Vo0T118DUATBINEMITRAITNMIAAIANANN s UANNTENTINDIMasinu Tdunaly
o [ Y a 9 v 9 1 a Y g‘/ [ 9 1
puIAAd IS DINMIAAIA taznedtesnumsaigamaaumniue 7 Usznn ouldun
[ v J 1 a
(1) M3 T (2) MsUsendunus (3) Myaua3un1svig (4) N15Aa1AN19Ase (5) MIVY
Tagldminanane (6) MIna1AmEanINIsy Hag (7) mearauuvilinaein (Kotler & Keller,

[

Y
2009) Tagiis1eaziDeanall
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2.2.3.1 M3lauan (Advertising)

AUAUMITAAIALNIAN5§O1T N (American Marketing Association) 16 11A13H1E

13 A A Y = ' Y1 o A A A 9

ms luvaninilunenssumsaemsla q ideudea g lumsduiiunms danuneites
v o G o (J 1 a a ] : v v A a
Aumsiaue lulgdaiudd nazduaiuanufamiu vieanusoUNeINUAIFUA HazUTNg
= d' Y Ly d' ] [ = 1 a
tmsszyvedamivayulumsdomsiiums luvan anyazyeIns luyaazinney

A o A 1 I 3 ~ Aq Y I A A
!ﬂfJfJﬂi]ﬂ@"luj1ﬂ$!ﬂULu91/]ﬂ]jTGJJHm“iagnawﬂjsﬁiuﬂwiimymnl WumsvneniuaenIayu

@ 4

] v Jda A A < Y A o E v @ o
YU Iﬂi“ﬂﬁu Ny NUIFONUN 1 uau LW?J‘VIﬂ‘I"iGUf)qu,aGUTJﬁWiﬁHﬂiQﬂﬁ%%?ﬂulﬂﬂﬂﬂUﬁ]WH’Ju

E]

I~ A { o 1 [ a o A
wn'ld ms Tawaniuasfidesimahwangs ligdus Taalasmserdedoudaru azms

Y a

TamanvzdeanesuTiurinle1¥dus Inainanganssy (Semenik, 2002)

dy ya 1 I o Ay
UDNAINU Duncan (2002) "lﬂuﬂmmmwmamaﬂmymn”l IQJB@I!"ILTJH@]’JT]?(?NT‘H?
o Y a Y Y a 2 o 9 a v 9 9 v W a Z
Gﬁ%ﬁuﬂg‘luﬁi”lﬁuﬂ”lclﬁlﬂﬂ‘lluﬂUﬁﬂﬁiﬂﬂ u,azwﬂuiwmmgma’muaﬂymxwmm’mm

Y X

aualse Tomivoadum Falldnuazdane lail

De

I A ~ 19 9 1 A o 1 )
- ms Tawaniumsaemsn luldyana bimzeunmnzyanauaie ludinguauduaunn

2 A 2 A 1y v 9 A 1 A o Y
- ms lawaniludemsmadernas lldadus Tna vaz ldensadoasnduin 14

Q

] { 1 1 @ 4 v J
-anesideen lduenanezdeudon l9oudardideiinig sz vedgidusdie

gaAa A v 9

wems Tavantinaudrazinldtionsnanudus Inaud unainund uaznganisy Taons
o a g a I 1
Tuvanazih ldinaanudesmsye nazanuilsisauvedus Inalaiued19d (Manchanda
9
& Dube, 2005) JAYINNIBVDINS TuBa1iU (Kotler, 2000) TAna1991 ganjananens Tayani]

4 ' . .. 5 o & 2
e (1) M3 lupan 18919815 (Informative Advertising) FUIUTUADUIETUAUYDINT TN

Y [ =i

A o 9 a a 9 3’, v a 9 o Y 9 a Y ]
e 1nAUS Inamannudeanmsvuusnludidun ilvauisnaumnesnunlni, (2) M3
4 . .. <3 a A
Tanauiens 1w la (Persuasive Advertising ) 1Hun15gala1ndus Inald@umvous

[ 1 A %’ A . .. A A Y a
UNURLIUY, Lag 3) mﬂmymnwamsmmau (Reminder Advertising ) maaummﬂ@immﬂ

@ Y

& ¥ A o A d 299y a o a 9 ya 9
HITSYLHUN Llﬂ’Jﬁ’f\‘]ffﬂﬂﬂl“l/l‘ﬂgﬂﬂx‘luﬂWi@IfJﬂﬂﬂﬁQ‘Uijﬂﬂﬁ1u15ﬂ%ﬂﬂ1ﬁUﬂ1 L!ﬁgiJWGl“lfﬁUﬂW

9

1 é ?x‘/ = o Y 1 dS{ 1 = 1
ag19ne 1 «mmﬂmymmuﬂwwamﬂwmuummmmamqwu umzma”lumﬂmzaz

817 (Bass, Krishnamoorthy, Prasad & Sethi, 2005)
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. 9 1 = A U (% a A
Shimp (2010) "lﬂﬂanmaamﬂmym 5 nQuvian TagteuANUNNIEUDITD

[

1 I 4 4 { o 1 o 1 : {
(Media) 1 1Hunsesiiomsdomshamnsathasdeldadsuas Falsznoudae aail

2.2.3.1.1 A9NA19U33 (Out of Home Advertising) iilufofinniga doilszianiiay 1y

Y4 . . . Vo4 R
dhudeaiunnmslddelszinnou q Jeavesdonarudsne Wudefawsonedus nn

Y o 1 v Yo Y " ay A o o q VY a
]’lﬂiqﬂi?.iﬂ‘ﬂ ﬁ”liJ”IiE]LNEJLLWiI'I,‘]JENﬂi‘]_lﬁﬁulﬂﬁa”lﬂﬂqm HAUNUNA Llﬁzﬁ'”lll”limﬂﬂﬁﬁ‘]ﬁiﬂﬂ

o F2 A v A &’ 1 Y A = 3‘/ ] 9y =X o v
%ﬂ%Wqﬂﬂ@uﬂﬂgﬂﬂﬁuﬁlﬂcﬁ@ TIUVDITY D UDIYTU "lmmmmmuquﬂﬁmm'lﬂmﬂqu
Y a Y v ' ) < & o ' A A
ﬂ']_lijﬂﬂl,ﬂ”l‘ﬁlﬂﬂulﬂ YINADNITUUNWULHU LLQ$LH@W1UNﬂ%ﬂiﬁ]%"luﬂill13?(%11!&&@]@3‘1/‘!1!1/]
9 a 4 3 A Aq v @ Y A v A A 4
2.2.3.1.2 iadeNun (Newspaper) 1uaei 1¥luseauihunars deavesniis@onus

ﬁammmmama Eéj Wu"l@@ﬂNﬂ’JNGU’JN Nﬂ??%ﬂﬂﬁﬂﬂﬁ\i dnsaldasieas Lﬂﬂﬂ"lﬂﬁﬂﬂuaw

9 9
% (Y

d A A~ 9 ' a3 o 9
Lﬂuaawumqau PNUU ﬁWﬂllﬂﬁ!“lJaEJuLL“lJﬁ\‘lﬁlﬂ dl “lwuay,amnmﬁﬂmmmmmuamaya

=

= { ] < J 1 1 ]
Tnai Aimslaeunlagldedissiasa daudedes lildmmzmgasden quamnszais

~ g K v
fa llﬁgalU'lﬂ\iﬂﬁ\iclf@ﬁ'lhl@ﬂ']ﬂ

' '
A A 9

a . & { g o
2.2.3.1.3 Haeans (Magazine) iludenindenaraihvune’ld deandiulase fe

° 1 R Y o =2 A A XA A4 A Y Y o
ﬁ”lll”ljﬂﬂ?ﬁ‘l!ﬂﬂ@ﬂﬂlﬂﬂﬁjﬂ”lullﬂ uﬂﬂWﬁ@ﬁW"]Eﬂ\ﬁJ[Vn\‘]La9ﬂ1uﬂ15"b’ﬂﬁ@u@]ﬂﬁ151ﬁmﬂﬂﬂ

Y

a o J a @ ' o 3 °
AaInUNUDIAU 1!@ﬂ‘ﬂWﬂﬁu@]U?ﬂiﬂﬁﬁ’lll’l'iﬂﬂi@ﬂﬂqNﬂqyé}iﬂﬁ'liulﬁllﬂu‘tnuﬁuw'lﬂ

A

A J Yo Y A Aa [ Y =
ﬁ”lll”limaﬂﬂﬂquﬁiﬂﬁ”li]lﬂ UDIYYUYI LUAZAUNNUMITHANGI TIUVDLNY mzaxnaﬂums

Q

Y = ' Y v a ' 91 ' A
DONUTU Lelﬂﬂ\‘]ﬂij.ll‘lgﬂﬂall@uﬂﬁl uaxummtmﬂmwammuﬂlmmazﬁmuw

I v

A A 9 K Y

2.2.3.1.4 3¢ (Radio) iHudefihisgnaithnine 18 Taslda 1deiaumaauna

Y

9

= Y =K 1 Y Y 1 Ya I U (% J Y
UDA ﬁuﬂiﬂ!ﬁlﬂﬂﬂﬂﬁjﬂﬂlﬂﬁﬁﬁﬁqﬂﬂﬁﬂxﬂﬂﬁ“ﬁﬂ Llaz&‘ﬂuﬂ']ﬁﬂ'\‘]ﬁWiﬂWWﬁﬂ‘]&lﬂﬂlfJ\‘lﬂWiI‘NHﬂ!']ulﬂ

[ 9y ?x’z [B~1 = 1 9 A &’ ci
R RRIG G “lumum‘w uﬂqu@ﬁqmww LLE]%EJ”IﬂT]i]%G]fﬂL’Ja”I‘VW]@Qﬂ”Ii

i1 9

A o

<

A = < A o dA
2.23.1.5 T‘Vl’i‘ﬂﬁu (Television) Wuaenunimnaziaes ﬁ;ﬂllﬂl\‘]m@\iﬁ@?ﬂi‘ﬂﬁu 1o

ansarh inaosuaisn g Sedudenitilszansamlumstiaue muzlumsnsgdu
2 A o Y Y =K Y v a
goaveFuuNaRaoNtinIIYIe tazmam aunsanenguihvineld wazimeamsussg

A A A 3 I 9
’Jﬁﬂﬂi mﬂalumﬂmym"l ﬂ ﬂ")u‘ﬂﬂﬂ@ﬁl 1!1’11!@:[\1 AL TADINADUNT I Lﬂu@u

9 v

13 4 1 a
Tagagiuda mﬂmymwﬁa:nnJum%mﬁamﬂmiumiﬁ%’wmmﬂmiwﬁuﬁﬁ (Shanker,

o

Azer & Fuller, 2008) itaz l¥nusgraunivatelumsdomsmsaiauuunaunay Taslina
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1 A o < 1 a
ABDNITINLYDAVIY LLﬁgfnuli iauﬁuﬂuwaam@ﬂmmwmmﬁuﬁﬁ (Eng & Keh, 2007) N3

£ [ It @ a 4 1 a
Taupamiuiidaglszaedlumsadumsaszming luanduduieadugumasndum i

Q

a ds! Y Aa Y 9 < o Y 1 a Y 1 o
ey ulavesdus Ina aumslgms Tawanuinnszihldgamanaumganmsuny
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N1: Aaker, D. A. (1996). Building Strong Brands. New York: Free Press.
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Aaker, D. A. (1991). Managing Brand Equity: Capitalizing on the value of a brand

name. New York: Free Press.
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Aaker, D. A. (1991). Managing Brand Equity: Capitalizing on the value of a brand

name. New York: Free Press.
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nn: Aaker, D. A. (1991). Managing Brand Equity: Capitalizing on the value of a brand

name. New York: Free Press.
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{ a 1 § ¢ ' 4
@]131\117] 3.1: Waﬂqijlﬂi1$ﬁﬂ1ﬂ31ul%@uu (Reliability) l!ﬂﬂﬁﬁ]ﬂﬂ’]uﬁﬁuﬂWiﬁ@ﬁ'ﬁﬂ'ﬁﬂa']ﬂ

YouNasIadmsudeyanaaesld (v=30)

Corrected Cronbach's
Narsemuls % 30 Item-Total  Alpha if Item
Correlation Deleted
MIAUTIUNITVIY (Sales Promotion)
Sales Promotion 33.1 .708 .966
Sales Promotion 33.2 728 965
Sales Promotion 33.3 735 .965
Sales Promotion_33.4 .624 .966
M35z aUWNUT (Public Relations)
Public_Relations 34.1 .656 966
Public_Relations_34.2 .828 965
Public_Relations 34.3 7152 965
Public_Relations 34.4 .898 965
Public_Relations_34.5 75 .965
Public_Relations 34.6 .833 .965
NIAAIANNATY (Direct Marketing)
Direct Marketing 35.1 523 967
Direct Marketing 35.2 .190 968
Direct Marketing_35.3 73 .965
Direct Marketing 35.4 .692 .966
Direct Marketing 35.5 .670 .966
Direct Marketing 35.6 .643 .966
MTAAABININT TN (Event Marketing)
Event Marketing 36.1 .854 .965
Event Marketing 36.2 792 .965
Event Marketing 36.3 769 .965

(A13190AD)
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{ ' a Al 8 & ' 4
@1131\1°ﬁ 3.1 (99): Namm!,ﬂiwwmmm&%uu (Reliability) LlUUﬁ@Uﬂ’lﬁJﬁ’JUﬂ'lﬁ%@ﬁWi

m3aataveaas indmsudeyanaaesls (v=30)

Corrected Cronbach's
fAvisenls §11¥a Item-Total  Alpha if Item
Correlation Deleted

MIADIAFININTIY (Event Marketing)

Event Marketing 36.4 .683 .966
miaaauuulInaeiin (Word of Mouth Marketing)

Word_of Mouth Market 37.1 791 .965

Word_of Mouth Market 37.2 .608 .966

Word_of Mouth Market 37.3 813 965

Word of Mouth Market 37.4 702 966

N of cases = 24

WermhmsnagoumMANUToNY (Reliability Test) Y UUABUNNETBINTHOAITMIAAN

9
%

NINUATINAU 92 IdaduilszanTuoan1vod Cronbach 1MAY 0.967

{ a d 1 4 @ 1 1 a
A15190 3.2: wami’;mﬁzwmmms%uu (Reliability) uuuaaumumuﬂmmmmuﬁﬁ

younasiadmiudeyanaansld v=30)

Corrected Cronbach's
HAvisenuls 530 Item-Total  Alpha if Item
Correlation Deleted
ANNATAANAIUATITUAT (Brand Loyalty)
Brand Loyalty 41.1 .690 978
Brand Loyalty 41.2 771 977
Brand Loyalty 41.3 .699 978
Brand Loyalty 41.4 752 977

(CRERRRER)
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{ 1 a Jd 1 4 @ U '
A15190N 3.2 (919): WaﬂWiﬂLﬂi1$ﬁﬂ1ﬂ31NLE§ﬂﬂu (Reliability) HUUFTDUDTNTIUAUAING

fumveanasiadmivdoyanaaosld v=30)

Corrected Cronbach's
HAvisenuls 530 Item-Total  Alpha if Item
Correlation Deleted
ANVITNANA lUATIFUM (Brand Loyalty)
Brand Loyalty 41.5 .649 978
M3ATzHIiNg 1UATIFUA (Brand Awareness)
Brand Awareness 42.1 .887 976
Brand Awareness 42.2 .898 976
Brand Awareness 42.3 873 977
Brand Awareness 42.4 .856 977
Brand Awareness 42.5 781 977
Brand Awareness_42.6 742 977
Brand Awareness 42.7 .601 978
Brand Awareness 42.8 .673 978
M35U5DINUNIN (Perceived Quality)
Perceived Quality 43.1 .857 977
Perceived Quality 43.3 172 977
Perceived Quality 43.4 578 978
Perceived Quality 43.5 .897 977
Perceived Quality 43.6 760 977
anuiFouTealuas1duf (Brand Associations)
Brand Associations_44.1 .859 977
Brand_Associations_44.2 .832 977
Brand Associations 44.3 772 977
Brand_Associations_44.4 .895 977
Brand Associations_44.5 .804 977

(CRERRRER)]
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{ 1 a Jd 1 4 @ U '
A15190N 3.2 (919): WaﬂWiﬂLﬂi1$ﬁﬂ1ﬂ31NL%ﬂﬂu (Reliability) HUUFTDUDTNTIUAUAING

fumveanasiadmivdoyanaaosld v=30)

Corrected Cronbach's
HAvisenuls 530 Item-Total  Alpha if Item
Correlation Deleted

anuiFouTealuas1duf (Brand Associations)

Brand Associations_44.1 .859 977

Brand_Associations 44.2 .832 977

Brand Associations 44.3 772 977

Brand_Associations_44.4 .895 977

Brand Associations 44.5 .804 977
FUNTN E'J/Ed;u d YBINTIAUR (Other Proprietary Brand Assets)

Other Proprietary Brand Assets 45.1 923 976

Other Proprietary Brand Assets 45.2 .852 977

Other Proprietary Brand Assets 45.3 .881 977

N of cases = 26

oM INAFoUAIANNFNY (Reliability Test) VoAU VAU INITOINITTOET
Y
MsaaAnanuasINny 3¢ lamduszansuearvos Cronbach 111U 0.978
S o ' § ¢ o { g a
dmSUmMInagouAIANNTIY (Reliability Test) YooY AMALIZI (N = 400) 910
a Jd A @ 9 A d a 1 Y o Y 7 o A A
HAN3 IATIZHAINNINTONUVEITOYANNUITINUN Fomniundorunasifiruane §

A1 Item-Total Correlation 11nN71 0.3 §9094 1 ladadomininla 9 eonainmsiadauls
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{ a 1 § ¢ ' 4
@1131\117] 3.3: Waﬂ'lijlﬂi1$ﬁﬂ']ﬂ31ul%@uu (Reliability) l!ﬂﬂﬁﬁ]ﬂﬂ'luﬁjuﬂ'ﬁﬁ@ﬁ'ﬁ

[ ) @ { g a
ﬂ13@]ﬁWﬂﬂl@\ﬁJW]i?ﬂﬁ1ﬁiﬂslgljﬂylﬁ°ﬁlﬂﬂTlix‘] (N=400)

Corrected Cronbach's
NArsenals %30 Item-Total  Alpha if Item
Correlation Deleted
MIAVAINM5UNE (Sales Promotion)
Sales Promotion 33.1 .563 954
Sales_Promotion 33.2 .607 954
Sales Promotion 33.3 572 954
Sales Promotion _33.4 474 955
315291 d0WUS (Public Relations)
Public_Relations 34.1 .687 954
Public_Relations 34.2 .638 954
Public_Relations 34.3 713 953
Public_Relations 34.4 782 953
Public_Relations 34.5 .687 953
Public_Relations 34.6 .650 954
NIAAIANIIATY (Direct Marketing)
Direct Marketing 35.1 .647 954
Direct Marketing 35.2 478 955
Direct Marketing_35.3 .672 953
Direct Marketing 35.4 .561 954
Direct Marketing 35.5 .589 954
Direct Marketing 35.6 542 954
MINAAFININIIN (Event Marketing)
Event Marketing 36.1 776 953
Event Marketing 36.2 701 953
Event Marketing 36.3 710 953

(CRERERER)
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{ ' a ol § ¢ ' 4
@1131\1°ﬁ 3.3 (919): Wﬁﬂﬁﬂtﬂﬂzﬁmmmﬁ%uu (Reliability) l!‘U‘Uﬁ@‘UﬂuJﬁ')uﬂWiﬁ@ﬁ’lﬁ

[ ) @ { g a
ﬂ13@]ﬁWﬂﬂl@\ﬁJW]i?ﬂﬁ1ﬁiﬂslgljﬂylﬁ°ﬁlﬂﬂTlix‘] (N=400)

Corrected Cronbach's
NArsenls % 50 Item-Total  Alpha if Item
Correlation Deleted

MINAATININIIN (Event Marketing)

Event Marketing 36.4 .660 954
msnaauuvuthnneiln (Word of Mouth Marketing)

Word_of Mouth Market 37.1 .676 953

Word_of Mouth Market 37.2 .674 954

Word_of Mouth Market 37.3 710 953

Word of Mouth Market 37.4 .636 954

N of cases = 24

HormMInagouAINNNLFIY (Reliability Test) VOUUUADUDINITOINITAOET

9
NTAATAVNHUATIUNU %”lﬁ’mauﬂimmmmavhmm Cronbach 10U 0.955

{ a d 4 o 1 1 a
A15190 3.4: Wﬂﬂﬁ’uﬂﬁ%ﬁﬂ?ﬂ’ﬂm%@ﬂu (Reliability) LL‘]J‘]J@'@‘]JE]”I&JE‘T’JHﬂmﬂ”I@]i"IﬁHﬁ)”I

v o Y { g a
“ll’lelWli’JﬂﬁTﬁ3‘1J6191}E)3§'ﬁ°ﬁ!ﬂﬂ%§\1 (N=400)

Corrected Cronbach's

U w

HAvisenuls A1 90 Item-Total Alpha if

Correlation Item Deleted

ANVISNANA lUATIFUM (Brand Loyalty)

Brand Loyalty 41.1 .556 978
Brand Loyalty 41.2 786 977
Brand Loyalty 41.3 174 977

(M15190AD)
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U q
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Brand Associations_44.4 157 977

(M3190AB)
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a % <A a 9
TAUNITWYDUS) UDIAITTTUA

a v dA a Y % v Y
AUNTNEDUY VBINTITUM FTAUMITUI
(Other Proprietary Brand Assets) Mean S.D. wawa
< I o a 1
©ulald Wudihgsngauonin 3.61 0.939 11N
< @ ) 1
wuls I8 Usuilsenszuaums TasiunaTuTad Inaiun
) 3.53 0.928 A
1%
< Y o a ~ 1 Y A [
©uTa T NINIUTNMINAoUAUBINBHLS InADH1
. 3.56 0.885 UIn
i 1auo
a U dd' a b4
AUNINADUG VoI aUM AT IN 3.5633 0.87376 )

o 1

$ a 4 @ A a a [ oA
10 M990 4.30 HANMTAATIZHATTUSINEINVANAIATIFUM MUFUNTNI DU

U q

a g < v 1 o v YY A o @A a 9 '
YRINIAUA Vo U U T 1N WUNTZAUNTTUIAUAUNITNIDUS) VOIAT 1T UM IagsIned 11
@ ~ A Y A A I 9 J I Y Y o a
sEAUNN TaslAnnaemIny 3.5633 eiiansailuaiete wua @uls I udigsne
T g Y o a A 1Y Aa ] o < Y
stunu vl ©u Tyl WanmsusnsnaeuauoInehys Inaegatitaue ©u e 1n
Usulganszuaums Tagiuna TuTag b 19 egluszauinn Tasiinundeminy 3.61 3.56

3.53 MUaIA1




102

MIWN 431 AUNde nazArdeuDUIATIIY YBITTAUMI TS INeINDAMAIATIFUR

Tagsau
\J a Y %4 v Y
AMAMIAIAUA ITAUMI5SV3
(Brand Equity) Mean S.D. wawa
ANNAITAANA IuATIA UM 3.1755 0.80804 | U1unag
msaszviing luasidum 33425 | 084011 | thuna
MsFuinnmnIn 3.4255 | 0.78447 11N
d' a F)
anuyou Tosluasidum 3.4035 0.84455 | Yunag
FUnSngou voans1aum 3.5633 0.87376 11N
pamnIIaUmMIAgsIN 33821 | 0.75631 | thupais

o 1

~ a 4 o YA a Y < 4
10 131N 4.16 Wfﬂﬂ1§’3lﬂ513‘”ﬂ1§i‘]_liLﬂEJ'Jﬂ‘Uﬂf;l!ﬂ"l@]ﬁ”lﬁuﬂ"liﬂﬂi?um@ﬂlﬂuicﬁiﬂ

wunszaumMssuivesgumanaum lasswegluszaniunais Taslinundeming 3.3821
A a < P 1Y a o oA A Y v o YR 1
WenswuTlus et WU MUTUNTHID U VOIAIITUA MUMITUIDIgUNN 0glu
sauIn TaglauRdemIng 3.5633 3.4255 auaiay uag anuyeu Tealuasiaud ms
o Y a 9 [y = a 9 ] [} = d' LY
aseniing luasiaui anwassnanaluanaum sgluszauihunai Taslaundsminy

3.4035 3.3425 3.1755 9ua19U

4.3 wamsInsIzHivoyamuanNAgIH

Y U

3 a J v o 7 @ 4 Y [ a
ﬂi’)‘ln!ﬁ 4 fﬂﬁ'llﬂi'l%ﬂﬁWﬂﬁWﬂJﬁNWU‘ﬁﬂ?ﬁiﬂgﬂ'ﬁﬁ@ﬁ'ﬁfﬂi@lt’ﬂﬂﬂUﬂWiiUiﬂmﬂWﬂiWﬁuﬁW

U 9

a o X . P < v
Y TUAAFINITINAUTD (Group Buying) NTAIANHI: 19U Ty In



103

{ o a £ v o d 1 [ 4 1 a
M3 432: dnlsz@nTanduiuiszrinmssuimsdeasmsaaia Aumsduasums
Y18 MU MITuFaumaaud FuANAsinANA AT AuAT Funis

o Y a % % o yKR % ‘ﬂl a 1%
mwuﬂﬂummum ATUNITTLITNATUNTN AuANTanTe luATAuAT

q

AuRUNINER) 289RTIRWAY

Sig.
MIAVAINM5UNE (Sales Promotion) r WanInaaou
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