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Abstract

This objective of this research was to study the influence of marketing mix and brand
image on brand equity. The samples used in this study were FUJI FLM or OLYMPUS mirrorless
camera users in Bangkok Metropolitan area. The statistics used for data analysis were
frequency, percentage, mean, and hypothesis testing including independent samples t-test,
Simple Regression Analysis, and Multiple Regression Analysis at a significance level of 0.05.
The research results revealed that the majority of respondents were female (69.00%), aged
between 21-30 years. (80.75%), held a bachelor's degree (88.75%), worked as employees at
private companies (64.25%), and received monthly income between 15,0001-25,000 baht
(64.25%). Moreover, it was found that marketing mix, brand image, and brand equity were at
the highest level with averages of 4.64, 4.84, and 4.74 respectively. The results of hypothesis
testing revealed that marketing mix and brand image correlated with brand equity. The results
of multiple regression analysis also showed that marketing mix and brand image influenced
brand equity. Finally, differences in brand significantly caused different perceptions in

marketing mix, brand image, and brand equity at a significance level of 0.05.

Keywords: Marketing Mix, Brand Image, Brand Equity
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Wewureanaiinnisiinsginisnanesuuunvgn (Multiple Regression) daduadfiildlunis
nadevaLLAgIu Inofinnsannadulssavsanduiusuesfuys wiazhazdeslifiauduriusiy
1NULAA (Multicollinearity) Fap15797 8
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~] I a £ U U & A s ! a ! ::1' Y o va
195799 8 LLEAIANFNUTLANTANAUNUSINGTAU ARAY a'JULUEJ\‘]LUUN']mii']usUaQWULLUiV]ISU’JLﬂi']g

lunsanneguuunvans (Multiple regression)

6

) E : 2 & £
g g 2 5 E = z
u o = g < 2 S
o G = )
" 2 g B 8 = e < S
2 c o o = 5 Ll =
[ [ = B &1 5 5 m A M M
Product 1 0.409" 0.507" 0574 0392" 0.478" 0576 0.630" 04417 0.540" 0580
Price 1 0.670" 0.459" 0357 0.683" 0.414” 0.455" 0558~ 0.682" 0477
Place 1 0.507" 0277 05317 06137 0678 0642 05437 0587
Promotion 1 0301 0.480" 0.408" 0.423" 0.525" 0535 0574
Corporate Image 1 0.249™ 03217 0.280" 0.582" 0.394" 0.293"
Image of Product 1 0.536" 0.560" 0.581" 0.465" 0.597"
Image of User 1 0.672" 0.576" 0.672" 0.534"
Brand Awareness 1 0.620" 0.415" 0.593"
Perceived Quality 1 0.459" 0.665"
Brand Associations 1 0.559"
Brand Loyalty 1
a v o o aaa U
*
Jugangnsannnseny 0.05
U o U o

*qlud1AgynsadanTzavu 0.01

31NA15199 8 faudsdaseynadalaun Jadediuusraunisnatauazdadunindnual
n1duA Aumiklsnufe AuAnsduAdanuduiusiulugauin egrfidvdAynsadnnsedu

0.05 Tnefisuwusynaianuduiusiesndn 0.7 nng Jskiindgmanuduiusiuuinsenineiuys
fiu (Multicollinearity) (Field, 2005) 3sausatsnusiantiluldmainimszviannsenslila

Uadedulszaunmsnainuazladenmanuainifudn fidnsnaseamainsdudn
A13199 9 wanen1TAsIERANansenAienaasudafudiulszaunisnatanazUady

MNANEANTIFUATILBNSNarDAMAINIIFUA

ANANUAANDEY B Std.Error enduUszansannes B t p-value
Al 0520 0.157 3316 0.000%
ATUNAR N U 0.360 0.031 0.330 11.535  0.000**
AUTIAN 0.061 0.014 0.093 4.331  0.000**
ATUNITINTINUNE 0.212 0.020 0.326 10.888  0.000%*
AIUNTELASUAITUNY 0.053 0.016 0.058 3.312 0.001**
AUNNANWAIBIANT 0.082 0.026 0.051 3.169  0.002**
ANANBINARN S 9 0.161 0.028 0.160 5774 0.000**
amanwalilinsdudr  0.180 0.031 0.109 5890  0.000%

R Square = 0.922; Adjusted R Square = 0.920; SEE = 0.08114; Sig = 0.000;
F = 657.924; Durbin-Watson = 1.847

*JydAunieannnseau 0.00

o

*NUyF1AUNI9@NRNSEAU 0.05
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NaMIIATIEENUITLsEnsalT e 7 62 Weun eusdnsas dusian funsde
MUY AIUNTAUATUNITAAIA ATUNIWANBADIANT ATUAINSNWAURERAUN LazATUAINSNYal
AREEREIEY anunsaldsunisdndeniiiadunadisaunisifienisnennsalfuy siifidvinaiifide
AurnsAudTnsansnthadulssansinasaduaunmsnennsallésed

Brand Equity = -0.520+0.360 Product+0.061 Price+0.212 Place+0.053 Promotion
+0.082 Corporate Image+0.161 Image of Product+0.180 Image of User

TneaunisnaunansaesueAduUssananisinauls R Square WiNAUSoYAE 92.2 LAz
Adjusted R Square Winfu Sewaz 92 wazduusdaselufrnuduiuiiues aaarandoududase
fu flesanndien Durbin-Watson Wiy 1.847

wususaudiuandneiy fuslnaiudretiadudiulszaunisnann Jadenmanualng
Audn LLazqmﬂ'ms'}ﬁuﬁﬂﬁLmnsifmﬁ'u

M13199 10 MTAATIEVIANLanneenvaaTenaaeudIdeduUTzaunsnaniazdade nwdnual
MTIAUAINLBYSNARDAMAINIIAUA

, wusuAWINEN  wusudledula  wmaset S
drudszaunisnana
Mean SD. Mean SD.
{J9ud1uUsEaunNIINaIn 4759 0254 4535 0319 7.771 0.000**
Jadun nanuwalnsdum 4924 0.122 4775 0.164 10.291 0.000**
JaduanA1ns1duen 4867 0229 4.621 0.286 9.456 0.000**

*lydAn1sadainszau 0.00
*pdAgynNananTzau 0.05

HAN1TIATIEN WU UTUATLanaaiy Juslaasuideladediudszaunisnain Uade

AMENYAIATIFAUAT kaEAMAMIIAUAWANANTY og1alTudAyN19ada WeosanamsIuien Sig.
Wiy 0.000

dsduazaiusiena
a a v 1 [ ! o &
nseAUTIENan1TIReuUeanlu 4 diunail
daud 1 ieRnwANNdURUSTEnINdINUTEaUNITIAIALATAMAINTIFUA
31nn1sAnwInud Jadediudszaunisnain Felauwn aundadue aunisdaasy
1139919 A1UTIAT LAEAIUNITINT MUY AAnuduiusiuauaAIns@umAILaIaU §Usenauns
msliruddgylunisasisnagnsaundnioe wulunnmideuasimunindueiing 4 sengaain
Inssiuanusesnisvesusinaluusazngy ntdudunaianagnsaunsduasunisnain wuly
MHUNIAaIA ey kasUsE M dURUSIEgNWUY Total communication 8819ATUINITNDATINTT
$u3 wavasiamdnvalvewdndudilinsangudmuisiieilufirlungunaiandesdiaaesiaa
& a [ do & a a0 w [ v @ & a oo & [ Py v
wonaNdn1susnsudainisuiendaludiididy n1ssudseiuidudndnduiunisveieli
Auslnasinnudulalunis@edue Geaenndesiuauideves Dmour, et al. (2013) Anwi3es The
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Effect of Services Marketing Mix Elements on Customer-Based Brand Equity: An Empirical Study
on Mobile Telecom Service Recipients in Jordan. kag41u338u83 Amini, et al. (2012) Anwi3os
Effectiveness of Marketing Strategies and Corporate Image on Brand Equity as a Sustainable
Competitive Advantage. finuin Jadesuduusraunisnainuinisiianuduiusiuamaing
Fud Tusumsdaaiunisnain (Promotion) SiavEnawnniigalusunisnsznindnsiaudi (Brand
awareness) wazuandliiiuinnnudatedudiulszaunisnain anuainansenuluduande
UaAlAYTINYDIAUAINTIAUA

ddl 2 ilefnwanuduiusszninnmdnuainaduduazanensdud

1NNITANWINUIT JATUAUAIMNENWAIAIIAUAT LALA ATUAINSNBUBIANT AU
Amanwaldlinsaua way uandnualndaiun IanuduiusiunuensduaInua1au g3na
fagivlnegutaunisuasssduduazdosinmdnuaiosdnsiimluaenmues] uilna wudeatuly
MAINNABIAINDA aqﬁﬂﬂmﬁﬁmmimm’u;liﬁﬂmqLwﬂiuiagiuizéﬁ’uiaﬂ finsWauinasaaily
nyadauarazfosriiugifafsnuuinvousodinuuardiusay deuviliuslnadamnudulaly
nsdndulatieduduaragvinsiayadnnmuesdlinudniedasinlugaruasindnd aenndasty
114398 Tun1sAnw1ves Fatema, Azad and Masum. (2013) lé@nw134e1399 Impact of Brand
Image and Brand Loyalty in Measuring Brand Equity of Islami Bank Bangladesh Ltd. laga113q8
984 Subramaniam and Mamun, et al. (2014) gvhnnsfnwies Effects of Brand Loyalty, Image
and Quality on Brand Equity: A Study among Bank Istam Consumers in Kelantan, Malaysia. i
Wmf']mmé{’uﬁuéﬁmmﬂizwiw mwé’ﬂwzﬁmwﬁuﬁﬁLLazmmﬁﬂﬁiumﬁuﬁﬁ downanusndves
asAuAINeTeTAuARTiAsonsAuA M o wilensdudsy 9 Alinsuteiu muddededudi
mmmuﬂmmlmuamwaamamnmﬂLimu LAEANANAYDINTIFUAITNAABA NS BAILAE AN
vosdua anuinavesusinaduladuddnlussezenivetosdns

dwdl 3 Wiefnudadediutszaunisnanuar Yadunndnuainsdud Aifidvsnase
ARANATIAUAN

PnnsAnwINU Yedudruusraunisnatn Jeldun dundndaue dunisinsimvuie
57A1 eunsasasunsaaa taztadeduninanualnsdua laun drunindnualndndue anu
Ananualgldns dudn wazaunindnualodnns AavnsnaseanAInIIFUA1IANEIGU dmTu
fusznaunslunguanamnssunanndosdanesioatu mafnduiauindeldqeendnainuag
msfoaslavunussnduiudlusnguandndmnevesesdnsdiluwumin Bnvisdsiniiugshade
mnuasslanaziinnusuinveusedny dondudsiifuarazioudsnuriiesdnsliiadlugiusiag
dlefuslnaiiimuniiifsesdnsudn nsiawiliduilaadndauusudiduuusudusnililvizessn
dnroly denmassiuauidde TunisAnwives Kim, J. H. and Hyun, Y. J. (2010). ¥nsAnEIEed A
model to investigate the influence of marketing-mix efforts and corporate image on brand
equity in the IT software sector. NaA1TANYINUI TUATUAIUUTZANNITAAIALATAINSNWEIVD
u3en WWudnarslunsnausausudiudseaunisnainligannnsdudn nan1sageunansli
diuindvdnasudussaunmanaiaiommniinansgnuludeuanseyadilne s osnmaingdud
Faduuszaninmueinain lnefitidedudinlszaunisnisnain wasnwdnualvasuiem 1u
mnanslunisasenuanTdue
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Suppapanya, P. and Boonkert, S. (2010) B1n15Anu1des Comparing Brand Equity of Digital
Single Lens Reflex (DSLR) #an1sfinunudi yuseans duavesuiaziusus Usenausie Canon,
Nikon, Olympus L@ Sony WUTLUTUS Cannon SiA1ladgefidiueinuAInsIdud uiLususd
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Forsuauurdmiunsisuaiedaly
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AAuAATEnsnareuAmsAuf filaulaiiazyhnsAnuifeaiuiadesudu 9 Alidvswasie
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